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ABSTRACT 
 
Despite family business researchers having worked towards an understanding of 
how family businesses obtain success or achieve satisfaction, much confusion and 
debate on how to define success still exist in the field. It is suggested that defining 
success in terms of a family business is problematic because even family members 
themselves have varying perceptions of success. This confusion and debate has in 
recent years led to an increase in research concerning the meaning of success in the 
context of family businesses. Defining success is necessary, because if family 
businesses do not know what success means and what they are working towards, 
they will not know what decisions to make in order to be successful. Against this 
background, the primary objective of this study was to establish the perceptions of 
the concept of success among family business owners.  
 
For the purpose of this study, a mixed methodology was adopted because the data 
was collected using a qualitative method but analysed using a quantitative method. 
This study used a free word association test – which is a qualitative projective 
technique – to collect the data, which was then analysed by means of summative 
manifest content analysis which is a quantitative research method. Convenience 
sampling was used to identify small business owners to undergo the word 
association tests. By means of these tests, 811 words/phrases were generated by 
the 50 small non-family and 51 small family business owners who participated in the 
study. 
 
Theoretical, data, investigator and methodological triangulation was used to ensure 
the validity of the study whereas credibility, transferability, dependability, 
confirmability and authenticity were applied to ensure its reliability. A coding 
framework was developed and several analyses were undertaken to summarise the 
data. The nature and position of the words/phrases recalled as well as the most 
frequently occurring words/phrases recalled were reported on. To determine whether 
significant differences exist between the different sample groups, Chi-square 
statistics were calculated to ascertain statistical significance and Craemer’s V 
statistics to establish practical significance.  
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The findings of this study show that small non-family business owners mostly 
associate business success with non-financial indicators. These non-family business 
owners perceive a successful small business as one that is customer-focused, 
provides quality service and is characterised by discipline, drive and determination. 
Similarly, the findings show that the small family business owners participating in this 
study mostly associate family business success with words/phrases of a non-
financial nature. The family business owners perceived a successful family business 
as one where, in addition to financial returns, discipline, drive and determination, as 
well as trust, honesty and hard work prevail. Even though both non-family and family 
business owner participants mostly recalled words/phrases of a non-financial nature, 
non-family business owners were mainly concerned with being customer-focused 
and proving quality, whereas family business owners focused more on values such 
as discipline, drive and determination as well as trust and honesty. 
 
Based on the perceptions of success among family business owners, a workable 
definition of “family business success” was formulated. Family business owners 
mainly perceive a successful family business as one where, in addition to financial 
returns, values such as discipline, drive and determination as well as trust, honesty 
and hard work prevail in the organisational culture of their businesses.  
 
Investigating the meaning of success in the field of family business has become a 
topic of growing interest. This study is one of the first in South Africa to adopt a 
qualitative dominant approach in attempting to overcome the lack of consensus, as 
well as to gain greater clarity regarding the way in which success is defined by family 
businesses. It is hoped that the results of this study will provide family business 
owners as well as practitioners and researchers in the field with a better 
understanding of what family business success entails. This understanding offers the 
potential to guide and improve goal-setting and strategic processes by family 
businesses, resulting in fewer family business failures and ultimately improving the 
South African economy. 
 
KEYWORDS: Success, small business, family business, non-family business, word 
associations, content analysis. 
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CHAPTER 1 
 
INTRODUCTION, PROBLEM STATEMENT AND DEMARCATION OF THE STUDY 
 
 1.1 INTRODUCTION AND BACKGROUND TO THE STUDY  
 
The availability of entrepreneurs is an essential prerequisite for economic 
development in any country (Fielden & Davidson, 2010:163; Spulber, 2008:2; 
Baumol, Litan & Schramm, 2007:13; Harper, 2003:3). In 1995, the South African 
government realised the importance of developing entrepreneurship and supporting 
small and medium-sized enterprises (SMEs) (Fielden & Davidson, 2010:163). SMEs 
are important to the economy of a country because they contribute significantly to its 
technical innovation, employment, income generation and export revenues (Harvie & 
Lee, 2012:368; Organisation of Economic Cooperation and Development [OECD], 
2004:12). Singh, Garg and Deshmukh (2008:525), as well as Ladzani and Van 
Vuuren (2002:154), further highlight the importance of SMEs in that they are globally 
and locally linked to job creation, social stability, and economic welfare.  
 
The majority of SMEs, especially small enterprises, are family businesses (Ward, 
2011:18; European Commission, 2009:4; Farrington, 2009:1; Venter, 2009:4; 
Longenecker, Moore, Petty & Palich, 2006:86; Bjuggren & Sund, 2000:2; Serrano 
2000:23; Bridge, O’Neill & Cromie, 1998:129). Witzel (2009:52) observes that “the 
oldest business organisations for which records exist were founded by families or 
family groups”. Goel, Mazzola, Phan, Pieper and Zachary (2012:54) concur that 
family businesses are one of the oldest forms of business in existence. Family 
businesses, globally, account for roughly 70 to 80 per cent of all businesses in both 
the developed and developing world, acting as the strategic backbone of economies 
(Ackerman, 2012; Dynes, 2010). In South Africa, family businesses represent 65 per 
cent of all businesses within the country (Dynes, 2010). Tanzwani (2010:1) states 
that South African family businesses account for between 50 and 60 per cent of the 
labour force and contribute up to 30 per cent of the country’s gross domestic product 
(GDP).   
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Family businesses create many benefits for the economies in which they operate. 
These benefits include being more profitable than non-family businesses over the 
long term; being less likely to lay off and more likely to hire employees than non-
family businesses; they invest more in the communities in which they operate than 
any other form of businesses (in terms of both business investments and charitable 
activities); and they have less debt than non-family businesses and are therefore 
more stable during recessionary periods (European Family Businesses [EFB], 
2012:1). Family businesses allow more opportunity for innovation, risk-taking and 
entrepreneurship than businesses which are driven by the sole need for instant 
returns (Ackerman, 2012).  
 
While family businesses make a significant contribution to the South African 
economy, their success not only means success for the owners but contributes to 
development of the economy at large (Brink, 2011). However, the meaning of 
success takes on numerous interpretations, especially if that meaning is placed in the 
context of a business (Reijonen & Komppula, 2007:690). According to Williams 
(2012:1), a general definition of success is to “achieve what one has planned, 
desired or attempted”. Definitions of success include being able to make a profit, 
product and/or service effectiveness, enjoying one’s job, finding a balance between 
one’s business and personal life and being able to make a difference in the 
community (Seger, 2011). According to Cole (2008:68), business success involves 
achieving the goals that have been set for the business. Rouillard (2003:3) is of the 
opinion that “a goal is an end towards which you direct special effort” and can be of a 
financial or non-financial nature (Kapil, 2011:5). However, the achievement of goals 
is not the only indicator of business success. Achieving the financial break-even point 
(Fawaz, 2012:29), an increase in assets (Johnsson & Kihlstedt, 2005:90), an 
increase in profits (Karami, 2007:125), an increase in cash flows or sales (Khan, 
2007:183), an increased customer base (Brown & Clinton, 2010:6), growth in full-time 
employees (Van Praag, 2003:2), an increased market share (Pang, 2009:40) and the 
quality of products and services, amongst others, can also be regarded as indicators 
of business success (Elate, 2007). 
 
Although the success of family businesses is important to the economy, Tanzwani 
(2010:2) contends that the majority of family businesses fail within the first five years 
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of operation. It is statistically proven that the majority of family businesses regard the 
lack of a successful generation transition as the biggest reason for business failure 
(Schwass, 2013:5). According to Stalk and Foley (2012), 70 per cent of family 
businesses are sold or fail before the second generation transition. Maas, Van Der 
Merwe and Venter (2005:8) determine that only 30 per cent of family businesses 
survive to the second generation and 10 per cent to the third. According to Bodi 
(2012), this transition success rate is slightly higher in that 40 per cent of family 
businesses make it to the second generation, 12 per cent to the third and 3 per cent 
to the fourth.  
 
According to Eckrich and McClure (2011:67), one of many reasons why family 
businesses fail is family discord. Alderson (2011:57) is, however, of the opinion that 
family businesses fail as a result of the lack of effective decision-making and proper 
planning, as well as not having a succession plan in place. Family businesses also 
fail because the owners feel obligated to offer their offspring(s) a job in the business. 
Some offspring(s) then merely treat the business as a ‘fall back’ option and in most 
cases lack the skills or experience required for the position they have obtained (Stalk 
& Foley, 2012). Another reason for family businesses failing is the fact that they 
either lack the implementation of goals or the family members do not share common 
goals (Barker, Rimler, Moreno & Kaplan, 2004:305). 
 
Although many reasons for family business failure have been identified in the 
literature, interpretations of failure, or success for that matter, have different 
meanings for different people, and different meanings under different circumstances 
(Farrington & Venter, 2014:2). Hienerth and Kessier (2006:115-116) contend that the 
ambiguous definition of success and, as a consequence, the biased perception of 
success owing to a lack of adequate reference values, are the two most pressing 
challenges relating to success among family businesses. It is this ambiguity that 
reduces the ability to compare the overall success evaluations of different family 
business owners (Hienerth & Kessier, 2006:115). This ambiguity also gives rise to an 
absence of adequate reference values of success, which in itself favours the 
emergence of a biased perception of success on the part of the family business 
owner (Hienerth & Kessier, 2006:115).  
 
4 
 
This chapter will commence by highlighting the problem statement, purpose and 
research objectives of the study, as well as the research questions and the 
hypotheses. Thereafter, the research design and methodology, the scope and 
demarcation, as well as the significance of this research study will be described. The 
chapter will conclude with definitions of the key concepts used in this study and the 
structure of the remaining chapters will be presented.  
 
1.2 PROBLEM STATEMENT 
 
Several authors contend that no consensus on an appropriate measure of business 
success exists (Mahmood & Hanafi, 2013:84; Soininen, Martikainen, Puumalainen & 
Kyläheiko, 2012:616; Acs, Glaeser, Litan & Fleming, 2008:11). According to 
Zellweger and Nason (2009:213), as well as Distelberg and Sorenon (2009:68), this 
lack of consensus on how success is measured or defined also applies to the field of 
family business.  
 
Despite family business researchers having worked towards an understanding of 
how family businesses obtain success or achieve satisfaction, much confusion and 
debate on how to define success still exists in the field (Zellweger & Nason, 
2009:213). Distelberg and Sorenson (2009:68,71) suggest that defining success in 
terms of a family business is problematic because even family members themselves 
have varying perceptions of success. This confusion and debate has in recent years 
led to an increase in research concerning success in the context of family businesses 
(Sieger, 2011:1). Haneberg (2007:37) asserts that defining success is necessary, 
because if family businesses do not know what success means and what they are 
working towards, they will not know what decisions to make in order to be successful. 
 
In past research, success has been measured as a one-dimensional construct 
(Brown, 2010:1). However, over the years researchers have realised that success in 
terms of a family business is multi-dimensional, consisting of both financial and non-
financial constructs (Brown, 2010:1). According to Debicki, Matherne, Kellermanns 
and Chrisman (2009:161), non-financial measures of success continue to be under-
researched in the field of family businesses and gaining more knowledge in this area 
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could provide greater insight on interpretations of success among family businesses 
(Debicki et al., 2009:162).  
 
1.3 PURPOSE OF THE STUDY 
 
The purpose of this study is to determine the perception of success in the eyes of 
family business owners. Both family business owners and non-family business 
owners will undergo a word association test based on the concept of success, to first 
determine their individual perceptions of the concept and secondly to determine 
whether their perceptions of the concept differ from one another. Hofstede, Van Hoof, 
Walenberg and De Jong (2007:301) explain that word associations allow participants 
to project their most internal beliefs regarding a particular topic. Single words or short 
phrases can reveal what an individual is thinking about, what he or she is trying to 
avoid, how he or she is feeling and how he or she organises and analyses life 
situations (Tausczik & Pennebaker, 2010:30). Therefore, words or short phrases are 
used to determine the perception that family business owners have of success by 
uncovering profound meanings and fundamental associations related to the concept.  
 
As discussed earlier, few family businesses successfully make the transition from 
one generation to the next (Schwass, 2013:5). Once the perceptions of success have 
been determined, a workable definition of the concept can be formulated. It is this 
workable definition which family business owners can then use to guide goal-setting 
processes and future strategic planning in their businesses. Better strategic focus 
and planning could reduce the likelihood of family business failure and ultimately 
improve South Africa’s economic state of being. This workable definition can also 
provide researchers with guidelines on defining and operationalising success as a 
dependent variable in family business studies (Subong, 2006:50).  
 
1.4 RESEARCH OBJECTIVES 
 
The primary and secondary objectives of this study will be discussed in the sub-
sections to follow. 
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1.4.1 PRIMARY RESEARCH OBJECTIVE 
 
The primary objective of this study is to establish the perceptions of the concept of 
‘success’ among family business owners. These perceptions will be established by 
means of a qualitative projective technique, namely (free) word association tests.  
 
1.4.2 SECONDARY RESEARCH OBJECTIVES 
 
To give effect to the primary objective of this study, the following secondary research 
objectives (SOs) have been identified: 
 
SO1:  To undertake a theoretical investigation into the nature and importance of 
SMEs and family businesses, as well as the challenges they face. 
 
SO2:  To undertake a theoretical investigation into the nature and importance of 
success, as well as the indicators of success among family and non-family 
businesses. 
 
SO3:  To describe the research design and methodology used in conducting this 
study. 
 
SO4:  To develop a coding system for identifying underlying themes in the 
words/phrases generated by the word association tests. 
 
SO5:  To establish and compare the perceptions of success held by family and non-
family business owners by undertaking a word association test. 
 
SO6:  To provide recommendations to both family business owners and 
researchers based on the findings of this study. 
 
1.5 RESEARCH QUESTIONS AND HYPOTHESES 
 
The research questions and hypotheses that this study aims to address are 
presented in the paragraphs to follow. 
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1.5.1 RESEARCH QUESTIONS 
 
Against the background of the problem statement and the primary objective of this 
study, the following research questions are presented: 
 
a) What does success mean to family business owners? 
 
b) What does success mean to non-family business owners? 
 
c) Does the meaning of success differ between family business owners and 
non-family business owners? 
 
d) Does the meaning of success as understood by male family business owners 
differ from what is understood by female family business owners? 
 
e) Does the meaning of success differ between family business owners from 
different age categories? 
 
1.5.2 RESEARCH HYPOTHESES 
 
The meaning of success will be investigated among family and non-family business 
owners, as well as between family business owners of different genders and age 
groups. The following null hypotheses and alternative hypotheses are formulated in 
this regard: 
 
H01: There is no difference in the nature of the words/phrases generated by family 
and non-family business owners. 
Ha1: There is a difference in the nature of the words/phrases generated by family 
and non-family business owners. 
 
H02: There is no difference in the nature of the words/phrases generated by 
female and male family business owners. 
Ha2: There is a difference in the nature of the words/phrases generated by female 
and male family business owners. 
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H03: There is no difference in the nature of the words/phrases generated by family 
business owners aged 40 years and under and those over the age of 40 
years. 
Ha3: There is a difference in the nature of the words/phrases generated by family 
business owners aged 40 years and under and those over the age of 40 
years. 
 
1.6 RESEARCH DESIGN AND METHODOLOGY 
 
To achieve the objectives of this study and to test the hypotheses formulated, the 
research is divided into two categories, namely secondary and primary research. 
 
1.6.1 SECONDARY RESEARCH (LITERATURE REVIEW) 
 
Bearing in mind the objectives of the study, a literature review will be conducted, 
focusing mainly on defining success and the indicators thereof. A comparison can 
then be made between the meaning of success as presented in literature and the 
meaning of success as held by the participants of this study.  
 
Both international and national data sources available through the Nelson Mandela 
Metropolitan University Library were consulted to identify books and journals from 
reputable authors. In addition, reliable internet sources identified through Google and 
Google Scholar search engines were accessed to ensure diversity in the secondary 
research.  
 
1.6.2 PRIMARY RESEARCH (EMPIRICAL INVESTIGATION) 
 
The primary research involves four components. These are: identifying the most 
suitable research paradigm, identifying the sample and sampling techniques as well 
as the data collection method, a discussion of the reliability and validity of a research 
study and lastly a brief description of the coding framework and analysis of this study.  
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1.6.2.1 Research paradigm  
 
A research paradigm is a comprehensive point of view on something and the 
researcher’s chosen paradigm can be used to change or steer the research in a 
certain direction (Taylor, Kermode & Roberts, 2007:5; Weaver & Olson 2006:460). 
According to Collis and Hussey (2014:44-46), two main research paradigms exist; an 
interpretivism paradigm involving qualitative, subjective, humanist and 
phenomenological research, and a positivism paradigm which involves quantitative, 
objective, scientific and traditionalist research.  
 
Qualitative research allows researchers to address a study’s research objectives with 
methods that enable them to provide an elaborative understanding of the problem 
under investigation, without having to rely on numerical values (Zikmund, Babin, Carr 
& Griffin, 2013:132-134). Quantitative research, however, addresses the study’s 
research objectives through statistical measures, through means of numerical values 
and analyses (Zikmud et al., 2013:132-134). A qualitative research paradigm is 
adopted for this study. While the perception of success is well established and 
defined in the literature, how this perception is interpreted and understood in the 
family business context, is not clear. Qualitative research will enable the researcher 
to establish how the participants personally perceive the concept of success by 
assessing their mental representations of the concept (Evers, 2009).  
 
1.6.2.2 Sampling and data collection 
 
In research a population is a group of entities who uphold similar attributes (Zikmund 
et al., 2013:385). For the purpose of this study, the population consists of all SME 
owners in the Eastern Cape. Researchers normally do not look at the whole 
population, but rather choose a smaller number of units, referred to as a sample 
(Zikmund et al., 2013:385).  
 
A sample is a subset of the population under investigation (Bryman, 2012:187). For 
this study, the convenience sampling method will be adopted to identify the sampling 
units. Convenience sampling is based on convenience, meaning that the sample 
consists of participants who are conveniently available (Zikmund et al., 2013:392). 
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Not only is convenience sampling an easy technique to use, but it is also less 
expensive and provides adequate participants for researchers who are not inclined to 
generalise findings further than the sample under investigation (Jackson 2011b:101; 
Cohen, Manion & Morrison, 2007:113). 
 
In this study, participants were required to complete a free word association test. The 
same word association test was conducted among two different groups of 
participants, namely family business owners and non-family business owners, both of 
whom operate small businesses within the boundaries of the Eastern Cape Province. 
During the free word association test, participants were requested to write down the 
single words or short phrases that came to mind when they were presented with a 
specific term or phrase, which is referred to as the stimulus term. Small family 
business owners were presented with the term ‘successful family business’ and small 
non-family business owners were presented with the term ‘successful small 
business’. Participants were requested to write down as many words or short 
phrases as came to mind when presented with the stimulus term. Participants were 
also requested to provide demographic information regarding their gender, age, 
ethnicity and tertiary qualifications as well as how long they had owned the business 
or the business had been in the possession of the family or owner. 
 
1.6.2.3 Validity and reliability  
 
Validity can be defined as the degree to which a score truly represents a perception 
(Zikmund et al., 2013:303). However, Morgan, Gliner and Harmon (2008:129-130) 
are of the opinion that validity is the degree to which a research instrument measures 
what it is designed to measure. The validity of the data collected in this study will be 
established through triangulation of theory, data, investigator and methodology. 
 
According to Zikmund et al. (2013:301), reliability can be defined as the degree to 
which measures remain consistent. Bayens and Roberson (2011:85) concur, noting 
that reliability means that data measurements are accurate and will provide the same 
results repeatedly. The reliability of this study will be determined by establishing 
whether the study adheres to the following criteria: credibility, transferability, 
dependability, confirmability and authenticity. 
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1.6.2.4 Coding framework and analyses 
 
In order to successfully use content analysis, the coding categories of the data need 
to be defined before doing anything else (Mitchell & Jolley, 2013:236). According to 
Lapan, Quartaroli and Riemer (2011), coding should begin as soon as the first data 
emerges in the study. Lapan et al. (2011) further mention that “data collection and 
coding go hand in hand throughout the research”. Craig (2009:189) feels that coding 
is the most fascinating part of the data analyses. According to Craig (2009:189), the 
coding process involves examining and organising the data sets and subsets even 
further, as well as manipulating, dissecting, and reconnecting all of the information 
gathered in order to create an elaborately drawn picture of the phenomenon at 
research. This study uses inductive codes, as the codes were not predetermined, but 
rather chosen based on underlying themes and similarities that appeared in the 
collected data (Brown & Remenyi, 2004:183). 
 
The success of family business owners can either be expressed in financial or non-
financial terms. The words or phrases generated by the participants in this study are 
broadly coded according to these two categories. Thereafter, the words/phrases are 
further subcategorised by searching for themes within these two broad categories to 
provide a more prominent and precise interpretation. All the synonyms and relating 
words/phrases are then grouped into one subcategory. While analysing the data, the 
total words/phrases generated, the frequencies of recurring words/phrases, the 
number of different words/phrases, first words/phrases recalled and the average 
number of words/phrases recalled are established.  
 
1.7 SCOPE AND DEMARCATION OF THE STUDY 
 
The current study limits itself to two target groups of participants, namely small family 
business owners and small non-family business owners. Because of limited 
accessibility, the study is restricted to business owners situated in the Eastern Cape. 
In addition, only those family businesses where at least two family members work in 
the business and the family owns more than a 50 per cent share in the business, 
together with small businesses not employing more than 50 full-time employees and 
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which have been in operation for at least one year, were approached to participate in 
the study. 
 
Several word association tests exist; however, this study specifically makes use of 
the free word association test. To determine what success means, the family 
business participants are exposed to only three words, namely ‘successful family 
business’, whereas the non-family business participants are exposed to the words 
‘successful small business’. The study is also limited to a manifest content analysis 
as the method for analysing the data generated by free word association test. 
Furthermore, the demographic information solicited from participants is limited to 
ownership, gender, age, ethnicity, tertiary qualifications and how long the business 
has been in the family/owner’s possession.  
 
1.8  SIGNIFICANCE OF THE STUDY  
 
This study aims to add to the existing body of family business knowledge by 
providing greater clarity on the meaning of success among family businesses. To 
gain a greater understanding of what success means to family businesses, this study 
will provide insights into how perceptions of success differ between small family and 
non-family businesses. It is hoped that helping to clarify the meaning of success for 
family businesses will reduce confusion and contribute to increased consensus on 
what success means in the field.  
 
Obtaining greater clarity on the perceptions of success among family businesses will 
also provide insights into the multi-dimensional nature of success for these 
businesses. The role of financial versus non-financial dimensions of success among 
family businesses will also be clarified. 
 
In the last instance, this study attempts to develop a clear workable definition of 
success in the context of family businesses. Such a definition offers great potential to 
improve the strategic processes and management of family businesses and to 
improve research in the field.  
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1.9 DEFINITION OF CONCEPTS 
 
The concepts to follow require clarification in this study. 
 
1.9.1 SMEs 
 
For the purpose of this study, SMEs are defined in terms of employment and are 
businesses that employ more than five but fewer than 200 employees. Because this 
study focuses specifically on the small business category of SMEs, a small business 
is defined as a business that does not employ more than 50 full-time employees and 
has been in operation for at least one year. 
 
1.9.2 FAMILY  
 
In this study, a family refers to any group of persons who are related to one another 
by means of a blood or legal bond, where a legal bond refers to marriage, adoption, a 
step family or a foster family. 
 
1.9.3 FAMILY BUSINESSES 
 
A family business in this current study is defined as a business where at least two 
family members work in the business, the family owns more than a 50 per cent share 
in the business and the family is planning to hand down the business to the next 
generation. 
 
1.9.4 BUSINESS SUCCESS 
 
Business success is defined in this study as continued business operations, making 
a generous profit, having a loyal customer base and attaining the goals set for the 
business. 
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1.9.5 FAMILY BUSINESS SUCCESS 
 
The purpose of this study is to develop a working definition of success for the owners 
of family businesses. 
 
1.9.6 SUCCESS INDICATORS 
 
Success criteria and indicators of success will be used interchangeably in this study, 
and refer to the standards by which judgements are made on whether an outcome 
has been achieved or not. 
 
1.9.7 GOALS 
 
For the purpose of this study, a goal is defined as the desired outcome that a person, 
group of people or business, wishes to achieve. Goals can either be financial or non-
financial in nature. 
 
1.10 STRUCTURE OF RESEARCH 
 
The structure of the study is as follows: 
 
Chapter 1 introduces the study by providing and introduction and background for the 
topic being researched. This chapter makes reference to the problem statement, the 
purpose and the research objective (including primary and secondary objectives), of 
the study. The research questions and hypotheses that the study aims to address are 
also presented in Chapter 1. Secondary and primary research is introduced within 
the research design and methodology. Primary research includes the research 
paradigm, sampling and data collection, reliability and validity assessment as well as 
the coding framework and analyses. Thereafter, the scope and demarcation as well 
as the significance of the study are outlined. This is followed by definitions of the 
most important concepts used in the study and the chapter concludes with an 
overview of the structure of the study.  
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Chapter 2 will provide a literature study and include an overview of SMEs and family 
businesses. SMEs will be defined at the beginning of the chapter and their 
importance and challenges will be highlighted. Thereafter, family businesses will be 
contextualised by defining the concepts of family and family business, discussing the 
three-circle model of family businesses and making a comparison between family 
and non-family businesses. The chapter concludes by looking at both the importance 
of and challenges facing family businesses. 
 
Chapter 3 will provide a literature overview on the nature of success. The chapter 
will commence by defining success and looking at the meaning attached to success 
under different circumstances. The indicators of success will then be identified and 
discussed. Specific attention will be given to the achievement of goals as a common 
indicator of success. The definition and importance of goals, the difference between 
financial and non-financial goals, and family business goals in particular will be 
elaborated on. A discussion of the requirements of success in general as well as for 
a family business will follow. The chapter will conclude by discussing the influence of 
gender and age on perceptions of success. 
 
Chapter 4 will describe and motivate the research design by elaborating on the 
research paradigm and methodologies adopted in this study. The discussion will 
include a description of the various research approaches, research methods, the 
method of data collection, as well as the population, the sample and the sampling 
techniques. The research instrument and the validity and reliability assessments will 
be discussed and the coding of data and the data analysis will then be detailed. The 
chapter concludes by elaborating on the ethical considerations of this study. 
 
Chapter 5 will present the results of the data analysed. The chapter will commence 
by describing the profiles of the small business owners as one sample group, which 
will then be categorised into small non-family and small family business owner 
participants. Thereafter, the results of the word association tests undertaken will be 
presented. To establish whether differences exist between the small non-family and 
small family business sample groups, Chi-square statistics will be calculated to 
establish statistical significance and Cramer’s V statistics to establish practical 
significance.  
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Chapter 6, the concluding chapter, will provide an overview of the preceding 
chapters, as well as an interpretation of the results. Implications and 
recommendations will be made based on the literature review and the data analysis. 
The contributions and limitations of the study will be identified and discussed. 
Recommendations for future research will also be made.  
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CHAPTER 2 
 
NATURE AND IMPORTANCE OF SMEs AND FAMILY BUSINESSES 
 
2.1 INTRODUCTION 
 
The focus of this study is on understanding the meaning of success as interpreted by 
family business owners. To achieve success or to ascertain whether success has 
been attained, family business owners and other stakeholders need to know how 
success is interpreted. According to Adendorff and Boshoff (2011:1), the economic 
importance of family businesses in South Africa has been well acknowledged. 
Therefore the success of these businesses plays a vital role in the South African 
economy. As mentioned in Chapter 1, most family businesses are SMEs. This 
chapter attempts to differentiate between family and non-family SMEs by looking at 
the nature and importance thereof. Differentiating between family and non-family 
SMEs could highlight how interpretations of success vary between the two.  
 
SMEs are defined at the beginning of this chapter and their importance and 
challenges are highlighted. Thereafter, family businesses will be contextualised by 
defining the concepts of family and family business, discussing the three-circle model 
of family businesses and making a comparison between family and non-family 
businesses. The chapter concludes by looking at both the importance of and 
challenges facing family businesses. 
  
2.2 DEFINING SMEs 
 
Business enterprises are categorised in terms of size and are commonly described 
as being small, medium or large enterprises (Farrington, 2009:29). It is vital to have 
reliable and adequate definitions for each size of business enterprise in order to 
assist researchers in conducting their studies (Farrington, 2009:30). However, 
forming a general definition for each size of business enterprise is regarded as a 
difficult and burdensome task (Farrington, 2009:30; Cronjé, du Toit, Motlatla & 
Marais, 2004:44; Malagas, 2003:33).  
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According to the OECD (2005:17), numerous definitions for a SME exist, making it 
hard to have one single agreed upon definition. It can be concluded that there is no 
consistent or widely accepted universal definition of an SME (Farrington, 2009:30; 
Longenecker et al., 2006:7; Deaken & Freel 2003:37; Scarborough & Zimmerer, 
2003:21). 
 
Although there are numerous definitions for SMEs, all of them tend to use common 
criteria, namely employment, turnover and asset base (International Federation of 
Accountants [IFAC], 2010:10). According to Ayyagari, Beck and Demirguc-Kunt 
(2003:4), the criteria to define SMEs include the number of employees, total net 
assets, sales and the investment level. Anand and Singh (2011:8255-8256) are of 
the opinion that SMEs should be defined by criteria such as location, size, age, 
structure, organisation, number of employees, sales volume, worth of assets and 
ownership through innovation and technology.  
 
According to Kayanula and Quartey (2000:7), SMEs can be defined by either 
economic or statistical criteria. Economic criteria include the market share size of a 
business, whether it is owner-managed or has a formalised management structure, 
and whether the business is independently owned or not (Kayanula & Quartey, 
2000:7). By using statistical criteria, an SME is defined in terms of its contributions to 
GDP, levels of employment, exports and the growth rate (Kayanula & Quartey, 
2000:7). According to Volkmann, Tokarski and Grünhagen (2010:28), an SME can 
also be defined in terms of qualitative and quantitative criteria, or a combination of 
the two. Volkmann et al. (2010:28) explain that qualitative criteria include the 
influence of the entrepreneur’s personality, the type of contact between the SME’s 
management and staff, the degree of formalisation within the SME and the SME’s 
level of hierarchy. Quantitative criteria, on the other hand, are similar to the statistical 
criteria mentioned by Kayanula and Quartey (2000:7) such as employee numbers as 
well as turnover and balance sheet totals (Volkmann et al., 2010:28). 
 
However, the most common criterion for defining an SME is its employment level 
(OECD, 2004:36; Ayyagari et al., 2003:4). According to Harvie and Lee (2005:212), 
an SME is a business that has between 51 and 500 employees. However, this 
definition is too large for most countries. OECD (2013:258) states that an SME is a 
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business that employs less than 250 employees, whereas Abdullah and Baker 
(2000:185) are of the opinion that an SME employs less than 200 employees. 
Abdullah and Baker (2000:196) suggest that a small business has fewer than 50 
employees and a medium-sized business has between 51 and 150 employees. In 
terms of employee numbers, the South African National Small Business Act provides 
different categories for micro, very small, small and medium-sized businesses. These 
categories are illustrated in Table 2.1. 
 
Table 2.1:  Definitions of SMMEs by the National Small Business Act 
 
Enterprise size Number of employees 
Micro Fewer than 5 
Very small Fewer than 10 to 20, depending on industry 
Small Fewer than 50 
Medium Fewer than 100 to 200, depending on industry 
 
(Source: Republic of South Africa. National Small Business Act No. 102, 1996) 
 
As previously mentioned, there are numerous criteria that can be used to define 
SMEs. However, for the purpose of this study SMEs are defined by means of the 
employment level criterion and are businesses that employ more than five but fewer 
than 200 employees. Because this study focuses specifically on the small business 
section of SMEs, a small business is referred to as a business that does not employ 
more than 50 full-time employees and has been in operation for at least one year.  
 
2.3 IMPORTANCE OF SMEs 
 
According to OECD (2002:143), SMEs are important worldwide. SMEs play a 
significant role in almost every economy in the world (Palma, 2005:1), representing 
99.7 per cent of all businesses worldwide (Hlonitshwayo, 2012). Palma (2005:1) adds 
that SMEs play an even more important role in the economies of developing 
countries, specifically in developing countries where employment and income 
distribution challenges occur, such as gender and race equalities, lack of education 
and high taxes. According to OECD (2004:32), most businesses in transition and in 
developing countries are SMEs, representing more than 90 per cent of all businesses 
in these countries. Without the creation of new SMEs, South Africa is at risk of 
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economic stagnation as the creation and sustainability of new SMEs are vital to the 
economic success of the country (Olawale & Garwe, 2010:729). In terms of officially 
registered South African SMEs, the sector grew from 422 000 to 536 000 SMEs over 
the period 2004 to 2007, resulting in a 27 per cent increase (Department of Trade 
and Industry [DTI], 2008:1). According to Schüssler (2012:21), the SME sector grew 
to 690 000 businesses in 2012. 
 
SMEs are seen as the driving force of local and regional economic growth and 
development, due to the role they play in job creation and flexible production 
relations (Dallago & Guglielmetti, 2012:78; Fingleton, Eraydin & Paci, 2003:229). 
OECD (2004:32) concurs by stating that SMEs play an important role in economic 
development as they reduce poverty, represent a significant source of employment 
and generate large domestic and export earnings. According to Olawale and Garwe 
(2010:729), South African SMEs are responsible for 56 per cent of private sector 
employment. The Department of Trade and Industry (DTI, 2008:1) reports that 
between 2001 and 2006, South Africa’s GDP remained relatively constant, with 
SMEs accounting for between 27 and 34 per cent of total GDP. A more recent study 
(2010) showed that the contribution by SMEs towards South Africa’s GDP slightly 
increased to 36 per cent (Olawale & Garwe, 2010:729). 
 
According to Caner (n.d.:2), SMEs are important sources of employment generation 
whether they are legally registered or not. Caner (n.d.:2) considers the long-term 
economic effect that SMEs can have in developing countries can as follows:  
 
 When per capita income increases, the contribution of SMEs to GDP and 
employment also increases. 
 When per capita income increases, the contribution of the unregistered 
economy decreases. 
 On average, the combined efforts of both registered and unregistered SMEs 
constitute approximately 60 to 70 per cent of GDP. 
 As the GDP increases, the unregistered economy share decreases. 
 
SMEs are not just important for economic growth and development, but also because 
they largely contribute towards the strengthening of social cohesion (Fingleton et al., 
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2003:225). Social cohesion occurs when the members of a society are willing to work 
together to increase the chances of prosperity (Stanley, 2003:5).  SMEs assist with 
the restructuring and streamlining of larger businesses by allowing them to sell or 
dispose of non-core production activities (Jones & Haven-Tang, 2005:313). Palma 
(2005:1) agrees, stating that larger businesses to some degree depend on SMEs 
because “they are a nursery for the larger firms of the future, are the next and 
important step up for expanding micro enterprises, they contribute directly and often 
significantly to aggregate savings and investment, and they are involved in the 
development of appropriate technology”. 
 
New SMEs are also seen as an essential resource of new business and new 
employment positions and act as a potential driving force for revitalising the economy 
(OECD, 2002:143). New SMEs are considered an important source of innovation, 
developing new products and new technologies. They lead to competitive pressure 
for more established businesses, making them work harder to be more successful 
and at the same time contribute to economic growth and development (Olawale & 
Garwe, 2010:729). Sunter (2000:23) endorses this view, stating that new SMEs play 
a vital role in generating new employment positions, increasing productivity, driving 
technical innovation, entering new markets and developing the South African 
economy in an innovative way.  
 
The discussion above provides ample evidence of the important economic and social 
roles that SMEs play in South Africa. Their significant contribution to the South 
African economy should not be undervalued (Farrington, 2009:33).  
 
2.4 CHALLENGES FACING SMEs 
 
Although SMEs are important to the economy, they are still faced with high failure 
rates and poor performance levels (Bowen, Morara & Mureithi, 2009:16). According 
to Ladzani and Van Vuuren (2002:155), 50 per cent of new SMEs fail in South Africa 
within their first five years of operation. However, research by Olawale and Garwe 
(2010:730) and Jocumsen (2004:659) shows that the failure rate can be as high as 
75 per cent in South Africa, which is one of the highest rates of failure globally.  
 
22 
 
There are numerous reasons for the high failure rate of SMEs, varying from a 
shortage of management skills to a lack of access to financing (Fatoki, 2010:128). 
According to Bowen et al. (2009:16), SMEs mainly fail as a result: 
 
 Strong competition between them 
 Lack of financial assistance 
 Cheap imports 
 
According to Caner (n.d.:3-4), the majority of SMEs face bankruptcy risks within the 
first few years of starting up. These risks occur because most SMEs lack finance and 
banks are not willing to provide them with funds because of the high failure rates 
experienced by these businesses. Soni (2005:3) is of the opinion that SMEs fail 
because of industrial policies and incentives that favour larger over smaller 
businesses. Smaller businesses do not have enough working capital, lack business 
knowledge, managerial and technical skills, and struggle to meet global competition. 
SMEs also cannot reach economies of scale, therefore their transaction costs take 
on a larger share of total costs compared to those of larger businesses (Caner, 
n.d.:5).  
  
In addition, Milosevic and Miletica (2009:127) believe that SMEs fail owing to risky 
financial assets, a lack of both quality management and capacity for development of 
products and services, inadequate administrative regulations and limited purchasing 
power. Mbonyane (2006:6) is, however, of the opinion that SMEs fail because they 
have poor cash flow management and lack strategic planning. Analoui and Karami 
(2003:36) find that another major reason for the high rate of SME failure is related to 
managerial causes such as lack of strategic thinking and lack of long-term planning.  
  
Both the financial and non-financial costs of starting a new business are high for 
small businesses. These costs include registration and licence fees, as well as the 
processing periods. Some authors refer to these costs as sunk costs, which are costs 
that cannot be recovered even after the business is fully operational. Numerous SME 
owners would rather try to avoid these costs, resulting in many of them operating 
illegally as unregistered SMEs, leading to severe legal repercussions when caught 
(Caner, n.d.:3). 
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According to Bankseta (2008:1-2), South African SMEs specifically face the following 
challenges: 
 
 Trouble accessing the market 
 The complexity of developing strong relationships with customers 
 Shortage of secured funds 
 Difficulty obtaining credit 
 Low production capacity  
 The problem of finding appropriate technology 
 Government bureaucracy that does not give SMEs recognition 
 Lack of support for the role that SMEs play in economic development 
 Unavailability of skilled management 
 Difficulty in attracting and retaining skilled employees 
 Complying with the numerous legislative requirements of the country 
 
2.5 CONTEXTUALISING FAMILY BUSINESSES 
 
According to Cottam, Darran and Zlotogorski (n.d.:18), SMEs can broadly be 
categorised as either family or non-family businesses. The fact that SMEs play a vital 
role in the economies of countries has not been overlooked. However, many people 
are not aware that most SMEs are family businesses (Venter & Farrington, 
2009:135). The majority of SMEs, especially the smaller enterprises, are family 
owned businesses (European Commission, 2009:4). Caselli and Gatti (2005:1) 
agree, stating that the importance of small family businesses has also been noted, as 
most people who are employed by a business employing less than 50 employees, 
are employed by a family business. 
 
According to Ackerman (2012) and Dynes (2010), family businesses globally account 
for between 70 and 80 per cent of all businesses, whereas, 80 to 90 per cent of 
South African SMEs are family-owned businesses (Venter & Farrington, 2009:135). 
Because family businesses account for such a large percentage of SMEs, the two 
terms have even been used interchangeably in some countries to form a generic 
term (Venter & Farrington, 2009:135).  
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Even though most family businesses can be categorised as SMEs (Institute of 
Charted Accountants in England and Wales [ICAEW], 2013), it is important to note 
that many larger family businesses also exist that make a significant contribution to 
economic development (Caselli & Gatti, 2005:1). Lee (2006:103) confirms that many 
well-known large family businesses exist worldwide. According to Family Business 
Magazine (Family Business Magazine [FBM], 2004), the world’s 250 largest family 
businesses include, amongst others, Wal-Mart, Ford Motor Company and Samsung. 
According to Venter and Farrington (2009:136), large and successful South African 
family businesses include Pick n Pay, Pepkor and Toyota SA. 
 
The vast majority of family businesses are SMEs, therefore as in the case of SMEs in 
general, South Africans are likely to see a significant increase in the influence and 
numbers of family businesses (Venter & Farrington, 2009:136). As the focus of this 
study is on family businesses, the following subsections will define a family and a 
family business. Thereafter, the three-circle model of family business will be 
explained and a comparison between family and non-family businesses will be made.  
 
2.5.1 DEFINING FAMILY  
 
Before defining a family business, this study will establish what the word ‘family’ 
means. It is important to ascertain the true meaning of the term as it is often 
neglected in family business theory (Flören, 2002:27). Defining a family is not an 
easy task; neither researchers nor the general public are able to define the term 
(Rosenblatt, 2009:9). According to Kennedy (1991:23), there is no worldwide 
definition of a family. Segrin and Flora (2014:4) confirm that there is no generally 
accepted definition for a family and note that the chances of having one soon are 
slim. Even family scientists struggle to define a family (Munhall & Fitzsimons, 
2001:40). Therefore, it can be said that defining a family is an ongoing debate 
(Rosenblatt, 2009:9).  
 
According to Segrin and Flora (2014:4), most definitions of family attempt to address 
the family form, functions and interactions. The family form explains how family 
members are related, whether by means of marriage, blood or adoption. Family 
functions refer to tasks that family members are expected to perform and to the tasks 
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that are actually performed by them. Family interactions show how family members 
communicate with each other so that they can connect as a family (Segrin & Flora, 
2014:4).  
 
According to Mayntz (2014), in its simplest form, a family is referred to as a legal or 
blood bond formed between a group of persons. A legal bond refers to a group of 
persons who have formed a family by means of marriages, adoptions or 
guardianships. A blood bond refers to a group of persons who are genetically related 
by means of a common ancestor. However, family scientists define a family as “a 
unity of interacting personalities” and assert that this unity does not take on the form 
of a legal conception nor a formal contract, but merely takes on the form of 
interactions among individuals (Munhall & Fitzsimons, 2001:40). 
 
According to Mayntz (2014), seven types of families exist: 
 
 Nuclear/conjugal family: This family consists of parents and children, either 
living under one roof or sharing a close relationship. 
 Extended family: This refers to family members in close immediacy, some of 
whom are grandparents, aunts, uncles and cousins.  
 Complex family: This is another form of an extended family and normally 
includes three or more adults and their children. The complex family can be 
formed by polygamy or by a divorce followed by a remarriage. 
 Step family: This is when adults get remarried and both adults bring children 
into the marriage, forming a new nuclear family.  
 Traditional family: This is where it is still believed that the father must work to 
provide for the family and the mother must stay at home to take care of the 
family and the house. 
 Adopted family: This family shares a legal bond instead of a genetic one. This 
can either be a married couple adopting a child or one of the partners adopting 
the other partner’s child to form a family. 
 Foster family: This is when one or more adult(s) temporarily look after a child. 
There may or may not be a blood bond between the temporary parent(s) and 
child. 
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For the purpose of this study, a family refers to any group of persons who are related 
to one another by means of a blood or legal bond, where a legal bond refers to 
marriage, adoption, a step family or a foster family. 
 
2.5.2 DEFINING FAMILY BUSINESSES 
 
Family businesses are some of the oldest businesses for which records exists 
(Witzel, 2009:52). According to Farrington (2009:35) and Zhara and Sharma 
(2004:331-333), ever since the beginning of research in the field, researchers have 
battled to set the boundaries and distinctiveness of a family business and its 
definition. A wide heterogeneity of definitions for family businesses exist, making it 
difficult to have a globally recognised definition (Mandi, 2008:13). Although family 
business owners are not too concerned with the development of a general definition 
for a family business, the majority of researchers regard it as a necessity (Farrington, 
2009:35; Lee, 2006:105; Flören, 2002:16). It is important to have a clear definition of 
family businesses because without one, numerous methodological issues arise for 
family business researchers (Farrington, 2009:35; Neubauer & Lank, 1998:5). 
According to Hong and Jinfa (2006:236), the biggest problem that family business 
researchers face and struggle with is defining a family business.  
 
Even though numerous definitions for family businesses exist, Farrington (2009:35) 
contends that the majority of these definitions endorse similar characteristics. 
Farrington (2009:35), Astrachan, Klein and Smymios (2002:45) and Flören (2002:24) 
believe that the most common characteristics among these different definitions are: 
 
 Ownership 
 Management 
 Family involvement 
 Interdependent subsystems  
 Generational transfer 
 
A family business is either wholly or partly owned by one family, several families or 
family associations. Family associations have a determining influence on the 
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development of the business based on entrepreneurial responsibility (Scheller, 
2013). More specifically, a family business is globally defined as being a business in 
which a dominant family owns 51 per cent of all the business’s assets (Horowitz, 
2014). Kelly, Athanassiou and Crittenden (2000:28) state that a family business is a 
business where both the family ownership and the extent to which family members 
are actively involved in the management are significant. Longenecker, Petty, Palich 
and Hoy (2011:138) define a family business as a business where the important 
strategic matters are dealt with either by the persons who started or purchased the 
business or the descendants of the previous owner. 
 
Heinrichs (2014:11) is of the opinion that a narrow definition should be used to 
describe a family business namely it is 100 per cent owned by the family, solely 
managed by the owner, and the business has been passed on to at least the third 
generation of family members. Heinrichs (2014:11) further states that 79 per cent of 
all family businesses in Germany are entirely family owned. Having only the owner 
manage the business ensures that a reciprocal relationship is maintained between 
the family and the business, and if the family business has survived to the third 
generation of family members, the shadow of the founder plays a less dramatic role 
on the succession of the business (Heinrichs, 2014:11).  
 
Poutziouris, Smyrnios and Klein (2006:168) define a family business as a business 
growing out of the family’s needs, being built on the family’s abilities, worked by the 
hands and minds of the family, and guided by the family’s morals and spiritual 
values. Poutziouris et al. (2006:168) further propose that the business should be 
continued by the family’s dedication and should be passed down to the owner’s sons 
and daughters as a legacy, which should be regarded as just as valuable as the 
family’s name. In other words, it is only correct to refer to a business as a family 
business if the family is planning to hand down the business to the next generation 
(Scheller, 2013). 
 
In this study a family business will be referred to as a business where at least two 
family members work in the business, the family owns more than a 50 per cent share 
in the business and the family is planning to hand down the business to the next 
generation. The best way to explain the relationship and interaction between family 
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and business is to consider the theoretical models that have been developed in the 
field, the most influential being the three-circle model. 
 
2.5.3 THE THREE-CIRCLE MODEL OF FAMILY BUSINESS  
 
The dual systems approach to understanding family businesses is a framework that 
shows the relationship between the family and the business as overlapping, 
interacting and interdependent (Farrington & Venter, 2009:63). However, researchers 
have been unable to fully examine the true nature of a family business using this 
approach (Whiteside & Brown, 1991:383). According to Farrington and Venter 
(2009:63-65), Taguiri and Davis expanded on the dual systems approach during the 
early 1980s and made a significant distinction between the two subsections of the 
business circle, namely the ownership and management of the business. This 
distinction was that some individuals can be owners but are not necessarily involved 
in the operation of this business while other individuals can be managers but do not 
essentially own shares in the business. This distinction led to the development of the 
three-circle model which describes the three independent but overlapping 
subsystems, namely business, ownership and family (Farrington & Venter, 2009:65). 
The three-circle model has become the main theoretical model for family businesses 
and is illustrated in Figure 2.1. 
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Figure 2.1: The three-circle model of family business 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
(Source: Adapted from Davis & Tagiuri, 1996)  
 
The three-circle model (Davis & Tagiuri, 1996) represents the seven different 
positions that family and non-family members can take up in the family business 
(Farrington & Venter, 2009:66). The seven numbers in Figure 2.1 represent these 
positions (Davis & Tagiuri, 1996): 
 
1: Family members who are not actively involved in the family business as 
employees or owners. 
2:  External investors of the family business. They own part of the business but do 
not work in it nor do they belong to the family. 
3:  Non-family management and employees working in a family business. 
4: Family members who own shares in the family business but are not actively   
involved as employees. 
5:  Owners who work in the family business but are not family members. 
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6:  Family members who are employed in the family business but do not own any 
shares. 
7: Owners who are both family members and actively involved in the family 
business. 
 
2.5.4 FAMILY VERSUS NON-FAMILY BUSINESSES 
 
Letele-Matabooe (2012:26) and Gallo, Tápies and Cappuyns (2004:303) are of the 
opinion that differentiating between a family and a non-family business should be one 
of the fundamental goals of a family business researcher. Letele-Matabooe (2012:26-
27) and Farrington (2009:59), as well as Sharma, Chrisman and Chua (1997:2) 
maintain that it is essential to differentiate between these two types of businesses, 
otherwise there would be no need for a separation between family and non-family 
business theory.  
 
According to Venter and Farrington (2009:136-137), numerous researchers have 
attempted to distinguish between family and non-family businesses by looking at the 
strategic behaviour and relation of the business to that of the business environment 
in which it operates; the importance of the management and ownership of the 
business; whether any activities within the business have been directed towards 
developing a successor; and the type of business goals that have been implemented 
(Venter & Farrington, 2009:136-137). 
 
Ibrahim, McGuire and Soufani (2009:2) propose that a family business is unique due 
to the overlap of the family and business systems, as well as the concurrent 
interactions linking those two factors. According to Jorissen, Laveren, Martens and 
Reheul (2005:230), it is these interactions linking the family and the business 
systems that allow the family business’s strategies to be different to those of a non-
family business. According to McCann, Leon-Guerrero and Haley (2001:51), the 
strategic goals of family businesses and the methods used to attain these goals differ 
from those of non-family businesses. In a family business, the controlling family’s 
influence, interests and values are considered when all important business decisions 
are made. Heinrichs (2014:11) supports this view, observing that to be able to 
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differentiate between a family business and a non-family business, one needs to look 
at the degree of family influence that exists in the business.  
 
According to Sharma (2004:5) and Dyer (2006:253), researchers have found mixed 
results in their attempts to distinguish between family and non-family businesses. 
Jorissen et al. (2005:230) believe that the only reason for differences having been 
found between family and non-family businesses in previous studies, is demographic 
sample differences (such as size, age, industry and location) of participants rather 
than actual differences between these two types of businesses.  
 
Researchers have meanwhile made some advancements in differentiating between 
family and non-family businesses (Gallo et al. 2004:303; Sharma, 2004:5). Bosch, 
Tait and Venter (2011:640) highlight the differences found between family and non-
family businesses in Table 2.2. 
 
Table 2.2:  Differences between family businesses and non-family businesses 
 
Family businesses Non-family businesses 
Family members in managerial positions 
have lifetime and personal stake in 
business 
Manager’s interest in business is limited 
more to specifics of employment contract 
Family members in managerial positions 
may be with business for entire career 
Managers seldom remain with one business 
for entire career 
Family members have indefinite time 
horizons 
Managers have shorter time horizons 
Failure of the business has dramatic 
personal and career implications for family 
members, especially those in senior 
management positions 
Failure of business has relatively less 
personal impact on managers 
Likelihood of family member in managerial 
position being terminated is low 
Likelihood (or perception of likelihood) of a 
manager being terminated or his/her 
position eliminated is greater 
Personal gain results from a sense of pride 
in the organisation’s growth, success, job 
creation, and family wealth creation 
Personal gain results from advancement, 
promotion and increased compensation 
Organisational performance tends to be 
correlated with managerial compensation 
Organisational performance tends to be 
less directly correlated with what a 
particular manager earns 
Decision-making tends to be more 
centralised, although this may lessen 
across generations 
Decision-making is often more participative 
and team-based 
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Table 2.2:  Differences between family businesses and non-family businesses 
(continued) 
 
Internal control systems tend to be more 
informal 
Internal control systems tend to be more 
formalised 
Succession can be problematic and 
traumatic even if planned; rivalries can form 
among family members, while conflicts 
occur between the business head and heirs 
Succession can involve conflict and 
competition, but stockholders will monitor 
process in an effort to ensure it is 
accomplished in a timely and orderly 
fashion 
Family member managers are accountable 
to self and family 
The manager is accountable to 
stockholders 
Conflicts tend to further a dynamic pattern 
that is circular; a conflict within the family 
can impact on business decisions made at 
a much later date, which in turn influences 
future family dynamics 
Conflicts tend to follow a more linear 
pattern, such that their impacts are more 
traceable over time and isolated 
Non-family employees may perceive real 
limits to their upward mobility and personal 
opportunities within the business 
Employees are apt to have a greater sense 
of equal opportunity in terms of 
advancement and participation in decision-
making; this may produce more internal 
competition 
Family affairs can directly affect business 
affairs and vice versa 
While the personal lives of employees affect 
their job performance, the impact is likely to 
be more on the individual than the business 
 
(Source: Extracted from Bosch et al., 2011:640) 
 
However, the differences summarised in Table 2.2 are regarded as insufficient as 
there is still no ‘fixed’ set of distinctive differences between family and non-family 
businesses (Gallo et al. 2004:303; Sharma, 2004:5). Price, Stoica and Boncella 
(2013:5) agree, stating that the distinctions made between family and non-family 
businesses are still regarded as inadequate by numerous researchers.  
 
2.6 IMPORTANCE OF FAMILY BUSINESSES 
 
As discussed earlier, most SMEs are also family owned and controlled (Casillas, 
Acedo & Moreno, 2007:42), and family businesses are quickly becoming the leading 
type of business in both developed and developing countries (Phillips, 2011:2). Lee 
(2006:103) agrees by stating that family businesses have globally become the most 
common type of business. Lehmann (2002) concurs in noting that family businesses 
are globally the most ubiquitous form of business, contributing largely towards wealth 
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creation throughout the world. Family businesses all around the world have been 
outperforming their non-family competitors (Lehmann, 2002). Some believe family 
businesses outperform non-family competitors because of the hundreds of years’ 
worth of knowledge passed down from generation to generation (Wang, 2013). The 
European Family Businesses (EFB, 2012:1) state that family businesses are more 
profitable than non-family businesses over the long term. Odgers-Berndtson (2014) 
mentions that a study in 2011 showed that more than 75 per cent of South African 
family business owners believed that the main reason their business had survived 
the economic downturn was because they were a family business. 
 
About 80 per cent of the world’s businesses are family businesses (Ackerman, 2012) 
and the significance thereof should not be underestimated. Family businesses are 
important to the world economy because they are annually responsible for between 
70 and 90 per cent of global GDP (Family Firm Institute [FFI], 2014). Family 
businesses are also responsible for 30 per cent of South Africa’s GDP (Tanzwani, 
2010:1). According to Venter and Farrington (2009:139), it is difficult to overestimate 
the important role that family business success plays in countries worldwide and that 
people who downplay the importance of family business success are making a 
significant mistake.  
 
Throughout economic history, family businesses have steered economic 
development like no other type of business ever has (Farrington, 2009:62; Neubauer 
& Lank, 1998:xiii). According to Odgers-Berndston (2014), family businesses make 
up 50 per cent of South Africa’s economic development. Family businesses are well 
known as an essential contributor towards economic development, the general health 
and welfare of economies and job creation (Korsching & Allen, 2004:397; Morrison, 
Breen & Ali, 2003:417). Research undertaken in Britain, South Africa and the United 
States has shown that in comparison to other types of businesses, family businesses 
generate more employment and wealth (Farrington, 2009:65; Hugo, 1996:7). A study 
conducted by Bodi (2012) shows that family businesses generate 60 per cent of 
South Africa’s employment and 78 per cent of all new job creations. Sweet and Lebo 
(2010) comment that during difficult times, family business owners rather look for 
more efficient ways to solve problems before considering laying off employees. This 
view is important for economic development.  
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According to Sweet and Lebo (2010), family businesses “serve as the brains behind 
innovation, the heart behind local philanthropy, and the nerve system of our entire 
free enterprise system”. Kao (2010:67) is of the opinion that sustainability in family 
businesses is an essential pillar of having a sustainable economy within a country 
over the long run.  
 
Family businesses have less debt than other types of businesses and are therefore 
more stable during recessionary periods (EFB, 2012:1). Family businesses allow 
more space for innovation, risk-taking and entrepreneurship than businesses driven 
by the sole need for instant returns (Ackerman, 2012). Family businesses invest 
more in the communities they live in than any other types of businesses, in terms of 
both business investments and charitable activities (EFB, 2012:1). Nevertheless, it is 
important to note that family businesses are not only important to a community for 
their economic contributions but also for their commitment to the communities in 
which they operate (McAfee, Clydesdale & Shaw, 2014).  
 
Based on the above information, it is clear that public policy-makers should place a 
bigger interest in improving the health, prosperity and longevity of family businesses 
(Farrington, 2009:65; Neubauer & Lank, 1998:11). Addressing the challenges they 
face is an important step in this regard. 
 
2.7 CHALLENGES FACING FAMILY BUSINESSES 
 
According to Brown (2011a), 70 per cent of family businesses are either sold or fail 
before they reach the second generation. This finding is confirmed by Stanislaw 
(2014) who observes that only 30 per cent of family businesses reach the second 
generation. It is suggested that family businesses do not receive the gratitude they 
deserve because numerous people merely classify them as SMEs instead of looking 
at the unique benefits that family businesses can bring to their communities 
(International Family Enterprise Research Academy [IFERA], 2003:236). As a result, 
family businesses do not receive the necessary support from the communities in 
which they operate, which contributes towards their high failure rates (IFERA, 
2003:236). Stewart, Lumpkin and Katz (2010:261) are of the opinion that family 
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businesses fail because they are reluctant to change, preferring to stay with what 
they know has worked for the previous generations.  
 
However, according to Stanislaw (2014), family businesses mainly fail due to the lack 
of proper succession planning. It has been shown that on average, 48 per cent of 
family businesses around the world fail after the founder’s death, because the 
business either lacked or had inadequate succession planning. By contrast, of the 
family businesses who indeed implement succession planning for the transition of the 
business to a son or daughter after the founder’s death, a mere 16.4 per cent fail. It is 
even better for the transition to occur if the founder is still alive (for instance after 
his/her retirement), as only 6.1 per cent of family businesses fail if the transition 
occurs when the founder is still around to help out (Lasser & Weltman, 2001:186).  
 
A study undertaken by Price Waterhouse Coopers (PWC, 2012/2013:7) reported that 
26 per cent of family business owners felt anxious about passing the business on to 
the next generation. These family business owners felt that the next generation 
lacked the skills required to own and run the family business and that this could be 
solved by bringing on non-family management into the business (Myers, 2013; PWC, 
2012/2013:7). However, 22 per cent of family business owners felt that appointing 
non-family management would lead to conflict between family employees and the 
ones managing the family business (PWC, 2012/2013:7). 
 
Hiring non-family employees is another challenge faced by many family businesses. 
Indalecio (2013) states that the fastest way to push away people who work in a family 
business is by creating a culture based on nepotism. Nepotism is generally the 
biggest challenge that non-family employees who work for a family business, are 
faced with, as family employees are normally favoured above non-family employees 
(Letele-Matabooe, 2012:93). Brown (2011b) concludes that family businesses fail 
because family members think it is their birthright to be employed in the family 
business, whether they are qualified to work there or not. Another factor to consider 
is that parents are often caught in the trap of wanting to help their children. The child 
may be finding it difficult to find a first job, so the parent employees the child in the 
business even though the child does not have the necessary experience or skills for 
the position he or she has obtained (Schwass, 2013:4). This type of culture could 
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have a damaging effect on the family business. For example the support of the ‘non-
favoured’ employees could become eroded or there could be a sharp decline in the 
quality and creativity of non-family employees (Magee, 2013).  
 
Conflict among family members is another major problem facing family businesses. 
Normally when several family members work together, their emotions can interfere 
when making decisions, resulting in conflict (Borg-Cardona, 2008:6). According to 
Borg-Cardona (2008:5-6), sibling rivalry within family businesses is one of the biggest 
conflicts that has destroyed both families and family businesses on numerous 
occasions. This author details some of the issues leading to sibling rivalry: 
 
 Decisions regarding who may and may not work in the family business 
 The performance level of the family members who are already employed in 
the business 
 Planning and implementing the future strategies of the business 
 Discussions regarding salaries of the family members employed in the 
business 
 Family employees making decisions without consulting with the other family 
members first  
 Decisions regarding the reinvestment of business profits and payout of 
dividends 
 
Another major challenge facing family business owners and family business 
researchers is the confusion that exists surrounding the definition of success 
(Farrington & Venter, 2014:3; Colli, 2012:243; Distelberg & Sorenon, 2009:68). This 
confusion is the result of success being a complex and multifaceted term (Farrington 
& Venter, 2014:3; Casillas et al., 2010:28-30; Rauch, Wiklund, Lumpkin & Frese, 
2009:765). The debate on how success should be defined in the context of family 
businesses is ongoing (Farrington & Venter, 2014:21; Zellweger & Nason, 2009:213). 
According to Farrington and Venter (2014:2), as well as Hienerth and Kessler 
(2006:115), the definition of family business success is ambiguous, giving rise to 
insufficient reference values of success, as well as creating a biased perception of 
success for family business owners. Given the objective of this study the next 
37 
 
chapter will focus on the nature of success with specific attention given to the 
meaning of success in the context of family businesses. 
  
 2.8 SUMMARY 
 
The focus of this chapter was on the nature and importance of SMEs in general and 
of family businesses in particular. This was done by investigating the importance of 
both SMEs and family businesses.  
 
No universally agreed-upon definition of an SME exists, so for the purpose of this 
study, an SME is defined as a business that employs more than five but fewer than 
200 employees. Because this study focuses specifically on the small business 
section of SMEs, a small business is referred to as a business that does not employ 
more than 50 full-time employees and has been in operation for at least one year. As 
is the case with defining an SME, there is no agreed-upon definition of a family 
business. For the purpose of this study, a family business is defined as a business 
where at least two family members work in the business, the family owns more than 
a 50 per cent share in the business and the family is planning to hand down the 
business to the next generation. 
 
To enhance the understanding of the unique nature of family businesses, the term 
‘family’ was also discussed. For this study, a family can be referred to as any group 
of persons who are related to one another by means of a blood or legal bond, where 
a legal bond refers to marriage, adoption, a step family or a foster family. This 
chapter also specifically looked at small and medium-sized family businesses and the 
challenges facing both SMEs and family businesses.  
 
Given the challenge of defining success in the context of family businesses, Chapter 
3 will provide a literature overview on the nature of success. The chapter will 
commence by defining success and looking at the meaning thereof. Thereafter, the 
indicators of success will be identified and discussed. Specific attention will be given 
to the achievement of goals as a common indicator of success. The definition and 
importance of goals, the difference between financial and non-financial goals, and 
family business goals in particular will be elaborated on. A discussion on the 
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requirements for success in general as well as for a family business will follow. The 
chapter will conclude by discussing the influence of gender and age on 
interpretations of success. 
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CHAPTER 3 
 
THE NATURE OF SUCCESS 
 
3.1 INTRODUCTION 
 
In Chapter 2 the nature and importance of SMEs and family businesses were 
discussed. Because these businesses play such an important role in most 
economies in the world, their success is of the utmost significance. In an attempt to 
improve their success rate, the focus of this study is on determining what success 
means to small businesses in general and to small family business owners in 
particular. Understanding the meaning of success will provide greater insights into 
what is required to attain that success. This chapter will define success, explain how 
it is measured and describe what is required for a business to achieve success.  
 
This chapter will commence by defining success from a general as well as a 
business perspective, followed by a short discussion of the meaning of success. 
Thereafter, the chapter investigates the indicators of success, focusing on the 
achievement of goals as a common indicator of success. The importance and 
definition of goals, the difference between financial and non-financial goals, and what 
they constitute in family businesses will be elaborated on. Several additional 
requirements for success will also be discussed. The chapter concludes by 
discussing the meaning of success of individuals from different gender and age 
groups. 
 
3.2 DEFINING SUCCESS 
 
The following subsections will attempt to define success from both a general and a 
business perspective. 
 
3.2.1 SUCCESS IN GENERAL 
 
According to Seger (2011), success is something everyone yearns after and works 
towards. However, success is an abstract concept, and because it quite often has 
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different meanings for different people, it becomes difficult and complex to determine 
what success truly means (Lendel, 2014; Islam, Khan, Obaidullah & Alam, 2011:290; 
Singh, 2006:47-48; Walker & Brown, 2004:588). Numerous definitions of success 
exist (Ganyaupfu, 2013:2; Campbell, 2009:3; Khan, 2007:183; Reijonen & Komppula, 
2007:690), making it difficult to find a single working definition (Ganyaupfu, 2013:2; 
Simons, 2006:268; Rogoff, Lee & Suh, 2004:365).  
 
Some believe that success is defined as the amount of money a person earns or the 
amount of material assets he or she owns (Seger, 2011). Others, like Oprah Winfrey, 
regard success as experiencing personal satisfaction rather than having an important 
title or receiving a large salary at the end of each month (Campbell, 2009:1). 
Similarly, Monfried (2014) describes success as something as simple as waking up in 
the morning, getting out of bed and filling one’s mind with optimistic thoughts about 
the rest of the day. Monfried (2014) considers that the true meaning of success is 
feeling optimistic in life and reducing the number of ‘down days’. Douglass and 
Douglass (1993:178) concurs with both Seger (2011) and Oprah, stating that being 
successful means experiencing a feeling of personal satisfaction, owning material 
belongings and gratifying one’s mission in life.  
 
The Oxford (2014) and Webster (2014a) dictionaries clarify that success can mean 
becoming famous, wealthy, respected or obtaining a high social status. According to 
these well-known dictionaries, success is described as achieving a desired aim, a 
positive outcome after undertaking a task, or simply a person who succeeds in life 
(Oxford, 2014; Webster, 2014a). This is affirmed by Sharma (2008:3) and Elate 
(2007) who state that success is defined as the completion of a worthy intention. 
Chittithaworn, Islam, Keawchana and Yusuf (2011:181), as well as Keil (2009:27-28), 
are of the opinion that success can be explained as achieving certain goals and 
objectives. Similarly, Elate (2007) contends that a person can be regarded as 
successful each time he or she achieves a predetermined goal, objective or target. 
Another view of success is simply that it is a measure of someone or something that 
is succeeding (Webster, 2014a).  
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According to Seger (2011), success can be defined in the following five ways: 
 
 By comparing worldwide definitions of success: An example would be 
Americans defining success in terms of the materialistic value they receive 
from their jobs, whereas in numerous other countries success is defined as 
having a job that allows them to spend time with their family.  
 In terms of effectiveness: In this case one looks at whether a person is able to 
make things happen or not, for example his or her ability to achieve certain 
project goals. 
 In terms of joy: A person who is truly happy at work and who has an enjoyable 
job that suits him or her is successful.  
 As the ability to find a balance in life: A person who is able to find a balance 
between his or her work life and personal life (for example family and friends) 
can be regarded as a successful person. 
 As making a difference: In this case, a person wants to be remembered after 
his or her passing as someone who made important contributions that helped 
others, for example generous donations to charity.  
 
According to Keil (2009:27) and Oldenboom and Abratt (2000:234), success can be 
defined as achieving a desired, planned or attempted outcome, whereas failure 
would mean not achieving the outcome. However, Early (2013) suggests that 
success should not really be defined nor should it be regarded as the opposite of 
failure. Numerous people regard success as an accomplishment, a result or an 
achievement, which according to Early (2013) is wrong. Success should rather be 
associated with things like effort and purpose; in other words success is the journey 
one takes and not the end destination one reaches (Early, 2013; Keil, 2009:27-28).  
 
3.2.2 BUSINESS SUCCESS 
 
As was discussed in Section 3.2.1, success is a complex concept making it difficult to 
have a single working definition. This subsection focuses on defining success from a 
business perspective. According to Khan (2007:183) as well as Reijonen and 
Komppula (2007:691), the simplest definition of business success is continued 
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business operations. Keil (2009:28-29), Stephenson and Mintzer (2008:5), Simpson, 
Tuck and Bellamy (2004:481-482) as well as Poutziouris (2003:191) define business 
success as making a generous profit and having a loyal customer base (Stephenson 
& Mintzer, 2008:5). Tan (2013:141) is of the opinion that in addition to being 
profitable, business success implies having strong business relations, experiencing 
personal achievement and giving back to the community. According to Karami 
(2007:125), business success can be defined as “the extent to which the firm exhibits 
a number of indicators of business growth and success”.  
 
Colli (2012:245), Cuseo, Thompson, McLaughlin and Moono (2010) and Hernacki 
(1998:46) define business success as attaining the goals set for the business, 
whereas Douglass and Douglass (1993:178) refer to success as achieving both 
personal and business goals. According to Walker and Brown (2004:580), business 
success can be summarised as achieving business goals which are normally 
measured based on financial and non-financial criteria. Similarly, Casillas, Moreno 
and Barbero (2010:28-30), and Rauch et al. (2009:765) explain business success 
through both financial and non-financial measurements. However, these measures 
are not always related to one another, making it difficult to define business success. 
 
According to the Business Dictionary (2014a), success is the achievement of an 
action within a particular time frame or within a particular constraint. Success does 
not necessarily mean the achievement of an entire project; it might mean the 
achievement of a particular section of the project that was assigned to a specific 
individual. The same principle is applied to the achievement of goals. Success can 
either mean achieving a specific goal or merely achieving the objectives that allow 
one to reach the end goal (Business Dictionary, 2014a). Employees might work on 
different objectives to achieve the same goal. Therefore, the achievement of the 
objective can be regarded as success for the employee and the achievement of the 
goal might be regarded as success for the business (Business Dictionary, 2014a). 
 
Business success is often used as the dependent variable in academic studies 
(Farrington & Venter, 2014:3; Rasinger, 2008:23; Subong, 2006:50; Covin & Slevin, 
1991:8), implying that a definition thereof is imperative. From the discussion in the 
paragraphs above, it becomes evident that business success is mostly described in 
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terms of making a profit or achieving business goals. However, Farrington and 
Venter (2014:3), Colli (2012:243), as well as Distelberg and Sorenon (2009:68) 
contend that confusion exists on the definition of success, especially in the context of 
family businesses. This confusion is the result of business success being a complex 
and multifaceted term (Farrington & Venter, 2014:3; Casillas et al., 2010:28-30; 
Rauch et al., 2009:765). The debate on how success should be defined in the 
context of family businesses is ongoing (Farrington & Venter, 2014:21; Zellweger & 
Nason, 2009:213). According to Farrington and Venter (2014:2), as well as Hienerth 
and Kessler (2006:115), the definition of family business success is ambiguous, 
giving rise to insufficient reference values of success, as well as creating a biased 
perception of success for family business owners. According to Colli (2012:243), one 
of the reasons behind the complexity and ambiguity associated with the concept of 
family business success, is the different concerns of the three ‘famous generations’ 
in family businesses. The first generation is concerned with growth and market 
expansion, the second generation is concerned with profits, consolidation and 
diversification, whereas the third generation is concerned with performance in terms 
of return and value (Coli, 2012:243-244).  
 
Although there is much confusion regarding the concept of family business success 
(Farrington & Venter, 2014:3; Colli, 2012:243; Distelberg & Sorenon; 2009:68); 
several researchers have made numerous attempts to define it. A simple definition of 
family business success is being “a positive example to other families in business” 
(Carlock & Aronoff, 2001:31). According to Farrington and Venter (2014:4) and 
Denison, Lief and Ward (2004:63), family business success can either be defined as 
the ability to pass the family business on to the next generation, or as operating the 
family business based on the family’s personal values. Carlock and Aronoff (2001:31) 
define family business success as “a healthy business owned and guided by a 
harmonious family”. Farrington and Venter (2014:5), Maas, Van der Merwe and 
Venter (2005:103), Sharma (2004:6-7), Ward (2004:74), as well as Lansberg 
(1999:335) define family business success as finding a balance between family 
harmony and financial performance. Family business success also means taking 
both the family and the family business’s importance into consideration and 
understanding how they affect each other’s well-being (Farrington and Venter, 
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2014:5; Denison et al., 2004:64; Sharma, 2004:6; Ward, 2004:74; Lansberg, 
1999:335).  
 
3.3 OTHER RESEARCH ON THE MEANING OF SUCCESS  
 
In order to establish the components which are considered in determining the 
meaning of success, studies in other fields were investigated. According to Singh 
(2006:48), one only becomes aware of a successful person after that person has 
already achieved success. However, success does not happen overnight as there 
are many failures and struggles happening ‘behind the scenes’, and learning how to 
turn these failures into success is a burdensome task (Shah, 2007:25; Singh, 
2006:48). Success is not something as simple as winning the lotto; it involves 
planning, research and implementation (Singh, 2006:48).  
 
In order to achieve success, an individual should have a clear understanding of what 
success means to him or her (Tudor, 2014; Haneberg, 2007:37; Shah, 2007:24). This 
is regarded as the first step to success (Sharma, 2008:3; Truck, 2008:58; Shah, 
2007:24; Rao, 2006:7). Success takes on different meanings for different people 
(Jones, 2014:3; Rapatahana, & Bunce, 2012:266; Jha, 2011:571; Pillay, 2010:96; 
Sharma, 2008:3; Kendrick, 2007:24; Shah, 2007:24; Duncan, 2000:15), and in some 
cases a person’s circumstances can influence their interpretation of success 
(Farrington & Venter, 2014:2; Asu, 2010:16; Saraf, 1996:119). Even robbing a bank 
could be regarded as success, if that was what success meant to the robber 
(Sharma, 2008:3). 
 
Sign (2006:47) explains that people use different indicators of success and that these 
indicators focus on both tangible and intangible achievements. According to Singh 
(2006:47), a satisfying job and personal life, a healthy life, a happy marriage or 
obtaining a top position are some of the indicators of success. According to Rao 
(2006:7), “success is like a combination lock, whoever knows the combination 
number can open it”. For an individual this combination might be talent, skills and 
intelligence (Rao, 2006:7). Shah (2007:24-25) is of the opinion that in order for an 
individual to be successful he or she must be able to concentrate on the work, have 
self-confidence and work hard towards the goal at hand. However, for a business to 
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be successful the criteria normally include having goals in place, a positive mental 
attitude, a purposeful-burning desire, planning and preparation, and adequate 
resources (Rao, 2006:8-11). 
 
According to Asu (2010:16), the meaning of success depends on an individual’s life 
priorities. Success can mean making a large sum of money, a person finding the love 
of his or her life, having a lean body, travelling the world, starting a business, having 
a loving family, obtaining a degree or simply serving a special cause (Asu, 2010:16). 
A study done by Pillay (2010:96) shows that for some wives, success means the 
ability to stay home and raise their own children, whereas to others success means 
undergoing continuous professional development while someone else looks after 
their children. Sharma (2008:3) explains that “to a student success, means passing 
exams; to a teacher it may mean getting all his or her students to understand what is 
taught. To a footballer it may mean the number of goals he scored; whereas to his 
coach it may mean how many matches the team won because of him”.  
 
Jha (2011:571) asserts that project success for construction workers means that the 
project met the technical performance specifications and mission. Also, the key 
people in the parent organisation and project team as well as the key consumers of 
the end result must be satisfied in order for the project to be a success (Jha, 
2011:571). The criteria used to evaluate project success are referred to as the ‘iron 
triangle’, which includes the timeframe, the costs involved and the quality of the 
team’s performance (Jha, 2011:571). According to Vance (2011:72), in nursing the 
meaning of success depends on the person, as well as the environment and culture 
of the person. Vance (2011:72-73) further explains that a person does not make 
success happen on his or her own, as success also depends on the person’s history, 
parentage, opportunities, support and legacy. Success in the nursing field also 
requires the individual to uphold certain talents, work hard, have drive and passion, 
respect the beliefs of others and accept assistance (Vance, 2011:73). According to 
Jones (2014:47), psychologists believe that successful people are most likely those 
who have obtained high scores on their mental ability tests. Whereas, a therapist 
explains that patients feel that the true meaning of success is achieving goals that 
add meaning to one’s life (Leahy, 2003:39). According to Townsend and Bates 
(2007:415), teachers feel that success means experiencing a sense of achievement 
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after giving a class. This explanation can be extended by including the promotions 
and additional professional responsibilities received, as well as the new skills and 
knowledge they gain from teaching (Townsend & Bates, 2007:415). According to 
Moini (2011:720), pharmacy technicians consider success to mean the ability to 
communicate in both a professional and courteous manner.  
 
In reviewing the literature and several studies investigating the meaning of success, 
certain criteria or indicators of success come to light. According to Jha (2011:571), 
“criteria are the set of principles or standards by which judgement is made and are 
considered to be the rules of the game”. Harrin (2014) defines success criteria as 
standards against which the success of something is measured. According to the 
American speech-language-hearing association (ASHA, 2014), success indicators 
are used to determine whether a desired outcome has been achieved. The objective 
of a success indicator is to assess whether a specific strategy is enabling a business 
to achieve its set goals or not (Karami, 2007:125). For the purpose of this study, 
success criteria and indicators of success will be used interchangeably, and will refer 
to the standards by which judgements are made on whether or not an outcome has 
been achieved. 
 
3.4 INDICATORS OF BUSINESS SUCCESS 
 
According to Chittithaworn et al. (2011:181), the success of a business can be 
explained by referring to its performance in the market and its capacity to produce 
satisfactory outcomes and actions. However, business success comes in different 
forms including survival, profit, return on investment, sales growth, number of 
employees, happiness and reputation (Chittithaworn et al., 2011:181). According to 
Reijonen and Komppula (2007:691) and Rogoff et al. (2004:365), numerous studies 
refer to business success as continued operations or longevity. However, this 
explanation of success is too vague, as a business that continues to operate might 
generate disappointing profits, whereas selling the assets of a business that has 
been discontinued might make an owner wealthy (Rogoff et al., 2004:365). Coy, 
Shipley and Omer (2007:182-183) are of the opinion that business success means 
having adequate capital and management as well as an educated workforce. As 
mentioned in the previous section, indicators of success show whether a business 
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has achieved its desired outcomes or not. Table 3.1 below shows several indicators 
that are used to indicate or measure business success.  
 
Table 3.1:  Indicators of business success 
 
Indicators References 
Achieving the financial break-
even point 
Rodriguez, 2014; Fawaz, 2012:29; Gregoriou, Kooli & 
Kraeussl, 2007:205 
Increase in assets 
Stankovic, Jankovic-Milic & Radukic, 2013:29; Elate, 
2007; Johnsson & Kihlstedt, 2005:90; Lerner, Jacobs 
& Wertlieb, 2003:398; Mababaya, 2002:265 
Increased profits 
Alter, 2014; Rodriguez, 2014; Stankovic et al., 
2013:29; Fawaz, 2012:29; Gorgievski, Ascalon & 
Stephan, 2011:209; Somers, Cain & Jeffery, 
2011:137; Coleman, Greenfield, Stewardson & 
Montgomery, 2008:98; Elate, 2007; Gregoriou et al., 
2007:205; Karami, 2007:125; Khan, 2007:183; 
Johnsson & Kihlstedt, 2005:90; Agioutantis, 2003:225, 
Maltz, Shenhar & Reilly, 2003:196 
Increased cash flows and/or sales 
Gorgievski et al., 2011:209; Somers et al., 2011:137; 
Coleman et al., 2008:98; Elate, 2007; Khan, 2007:183; 
Maltz et al., 2003:196 
Increased customer base 
Alter, 2014; Vilkinas, Cartan & Saebel, 2011:8; Brown 
& Clinton, 2010:6; Karami, 2007:125 
Growth in full-time employees 
Stankovic et al., 2013:29; Gorgievski et al., 2011:209; 
Vilkinas et al., 2011:21; Coleman et al., 2008:98; 
Elate, 2007; Gregoriou et al., 2007:205; Karami, 
2007:125; Van Praag, 2003:2 
Increased market share 
Gorgievski et al., 2011:209; Somers et al., 2011:137; 
Pang, 2009:40; Elate, 2007; Karami, 2007:125; Khan, 
2007:183; Brown, 1992:191 
Quality of products and services 
Coleman et al., 2008:98; Elate, 2007; Karami, 
2007:125; Schmoch, Rammer & Legler, 2006:124 
 
(Source: Researcher’s own construction) 
 
Achieving the financial break-even point is one of the first indicators of success for 
newly established businesses. This is the point where the business idea comes 
across as viable because the business stops making a loss and expenses equal 
income (Rodriguez, 2014). Thereafter, indicators of success essentially are 
associated with increases in assets and profits (Elate, 2007; Johnsson & Kihlstedt, 
2005:90). Stankovic et al. (2013:29) concur that profitability is an indicator of long-
term business success. However, according to Mababaya (2002:265), an increase in 
assets is not always regarded as a superior indicator of business success, as assets 
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might have been increased through foreign investments, which some business 
owners regard as unwise. Nonetheless, an increase in assets still implies that the 
business has been successful (Mababaya, 2002:265). According to Elate (2007), 
when a business is successful its business operations are likely to increase as it 
starts producing more products and services. This increase is linked to acquiring 
more assets in order to provide for additional products and services. Increased 
business operations are also linked to increased cash flows, as well as increased 
profits due to the increased sales volumes (Elate, 2007). According to Alter (2014), 
profit is the first thing people think of when measuring success. This makes sense 
because if the business is able to make a profit after paying all its debts, it normally 
means that the business is doing well (Alter, 2014).  
 
Another possible factor behind an increase in cash flow, sales and profits, is an 
increased customer base. An increased customer base is also an indicator of 
business success (Brown & Clinton, 2010:6). The satisfaction of both employees and 
customers should be considered (Gorgievski et al., 2011:209), as “happy employees 
mean happy clients and happy customers” (Kapur, 2014). Having more full-time 
employees means that the work load of each employee decreases (Kapur, 2014; 
Cooper & Kleinschmidt, 2007:62-63). When employees have smaller work-loads, 
they are normally happier in their working environment and become more productive 
and efficient, which is ultimately an indicator of business success (Kapur, 2014; 
Oswald, Proto & Sgroi, 2014:2; Straz, 2014). Hiring more full-time employees also 
improves the business’s chance of achieving business goals and increased profits 
(Kapur, 2014). 
 
According to Brown (1992:191), an increased market share “is the best indicator of 
competitive marketing success”. An increase in market share enables a business to 
compare its performance to that of its competitors (Pang, 2009:40). According to 
Brown (1992:191), an increase in market share represents both the business’s 
marketing efforts and profits. However, Pang (2009:40) is of the opinion that an 
increase in the market share does not necessarily mean an increase in profits as 
quality improvements are more likely to increase the business’s profits. This is 
because the quality of a business’s products and services normally determines how 
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many customers will return. Thus increasing the quality of a business’s products and 
services will most likely increase its profits (Schmoch et al., 2006:124).  
 
Other indicators of business success not often referred to in literature include: 
recognition in the business community as well as the community in general 
(Gorgievski et al., 2011:209; Elate, 2007); increased production lines (Gorgievski et 
al., 2011:209; Elate, 2007); international growth (Karami, 2007:125; Yusuf, 1995:70); 
establishing new sites (Karami, 2007:125); acquiring other existing businesses 
(Karami, 2007:125); the level of social responsibility (Gorgievski et al., 2011:209; 
Somers et al., 2011:137); benchmarking (Somers et al., 2011:137); continuity  and/or 
survival (Gorgievski et al., 2011:209) and earning a living wage (Rodriguez, 2014; 
Fawaz, 2012:29).  
 
According to Elate (2007), indicators of business success are measures that indicate 
whether business goals and objectives have been achieved or not. Therefore, the 
next section will look at goal achievement as a commonly used indicator of business 
success.  
 
3.5 GOAL ACHIEVEMENT AS AN INDICATOR (MEASURE) OF BUSINESS 
SUCCESS 
 
According to Jones (2009), business goals should be clearly defined because their 
achievement paints a picture of what success entails. People are regarded as 
successful when they achieve a desired outcome or achieve a desired goal. 
According to Cuseo et al. (2010), achieving one’s goals is a significant tool for 
measuring success. This section will firstly discuss the importance of goals. 
Thereafter, goals will be defined and the difference between financial and non-
financial will be discussed. Finally family business goals will be elaborated on.  
 
3.5.1 IMPORTANCE OF GOALS 
  
It is important for a business to set goals, as goals offer a business a sense of 
direction that reflect its overall mission (Bos, 2010; Hill & Jones, 2004:14; Rossouw, 
Le Roux & Groenewald, 2003:83). According to Oracle (2012:2-3), a business will 
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only be successful if the setting of effective and high quality goals is prioritised. 
Effective goals are written down and serve as motivators for all concerned 
(Grusenmeyer 2001:6).  
 
According to Daft, Murphy and Willmott (2010:57), goals play three important roles 
within a business: 
 
 Firstly, goals provide employees with guidelines and a sense of direction 
(Oracle, 2012:2-3; Singh, 2012:99; Daft et al., 2010:57) as goals inform 
employees what their managers expect of them, as well as how their 
managers will evaluate and reward them (DeRoche-Jolet, 2010). Daft et al. 
(2010:57) agree that having goals in place allows employees to have an 
understanding of what they are working towards. Singh (2012:99) contends 
that goals allow managers to increase clarity, which helps employees to focus 
their working hours in a specific direction and therefore eliminate uncertainty. 
Goals can also be used to determine how committed employees are to 
achieve their attempted tasks (Jackson, 2011a:119). According to Van 
Blerkom (2012:34), goals are important because they direct one’s attention to 
the task at hand, mobilise effort and increase persistence. In addition, goals 
act as an important promoter for the development of new strategies when old 
ones fall short, because they help to measure the effectiveness of the 
strategies used to complete tasks (Van Blerkom, 2012:34). Oracle (2012:2-3) 
further explain that goals act as a measure of organisational discipline that 
keeps all employees at every level directed towards the same end result. 
 Secondly, goals form the foundation of decision-making (Donaldson, 2011; 
Daft et al., 2010:57). According to Donaldson (2011), goals are important to 
set in businesses because they keep employees determined and productive, 
provide a purpose, enthusiasm and simplify the decision-making process, as 
well as help managers become better leaders and be more organised. Goal 
formation allows both business owners and employees to make decisions on 
how to best achieve the business’s goals (Daft et al., 2010:57). Singh 
(2012:99) explains that goals have an organising function. Once goals have 
been clearly set and defined, employees know how to organise themselves in 
order to achieve the goals to the best of their ability. 
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 Thirdly, goals act as an important measure of success (Singh, 2012:99; Daft et 
al., 2010:57). The achievement of goals implies that one has been successful 
whereas failing to achieve one’s goals implies that one has been unsuccessful 
(Daft et al., 2010:57). Singh (2012:99) contends that once the goals of a 
business have been achieved, they act as important benchmarks against 
which the business’s success can be measured. For instance, the more goals 
the business achieves, the more successful it is (Prince, 2011:64). 
 
3.5.2 DEFINING GOALS 
 
A goal is defined as the required outcome an individual or group wishes to achieve 
upon completing a specific task (Koren, 2012; Radliff, 2008:5; Wicker, 2008:1). Hill 
and Jones (2004:14) define a goal as a “future condition or objective that a business 
wishes to attain”. Similarly, Bosch, Tait and Venter (2006:130) describe goals as 
“statements of what the businesses wishes to achieve”.  
 
According to Rouillard (2003:3), goals are defined as ends towards which a business 
directs certain efforts. In the context of a goal, an end refers to the specific and 
tangible result that the business aims to achieve (Rouillard, 2003:3). A goal is also 
referred to as a specific work-related achievement that an owner hopes to 
accomplish in a specific time frame (Cohen, 1989:41). Goals provide broad 
expressions of what a business owner wants to accomplish and objectives are 
needed to provide the more specific targets necessary to accomplish the goals 
(Koren, 2012; Grusenmeyer, 2001:6). Despite the existence of several definitions, for 
the purpose of this study, a goal will be referred to as the desired outcome that a 
person, group of people or business, wishes to achieve. 
 
Effective goals have several common characteristics (Rossouw et al., 2003:87-88; 
Rubin, 2002:26; Grusenmeyer, 2001:6). These goals are:  
 
 Acceptable: It is important that both external and internal stakeholders accept 
the goals to ensure their willingness to help achieve them. 
 Flexible: The business environment continuously changes and goals must be 
flexible so that they can be adapted to these changes. 
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 Measurable: A well-developed goal clearly shows what must be achieved and 
by when it must be achieved.  
 Motivating: Although goals should be achievable, they must still be challenging 
enough to act as a motivator for all involved. 
 Suitable: Goals must be linked to the mission and vision of the business. 
 Understandable: Goals must be discussed in detail with all concerned so that 
each knows exactly what is expected of him or her. 
 Achievable: Goals must be attainable within a specific timeframe. 
 
Two broad categories of goals can be identified in the literature, namely goals of a 
financial and non-financial nature (Schaarschmidt, 2012:39). These two categories of 
goals will be discussed in the following subsections. 
 
3.5.3 FINANCIAL GOALS 
 
According to Seese, Weinhardt and Schlottmann (2008:211), a financial goal “a 
quantifiable outcome aimed to be achieved at some future point in time or over a 
period of time”. Atwood, Leckie and Glass (2011:34) clarify that financial goals must 
be aligned with the individuals who are required to achieve them. Goals that are not 
aligned with the individual may seem foreign or imposed and thus difficult to achieve. 
If financial goals are based on personal values, one will most likely stay on course 
and achieve the goals by simply doing normal day-to-day activities (Atwood et al. 
2011:34).  
 
Gitman, Joehnk and Billingsley (2012:9) suggest that personal financial goals could 
include financial independence, sending children to university, being able to retire by 
a specified time, developing a savings and/or investment programme, reducing tax 
payments or simply being able to control living expenses. Financial security is also 
regarded as an important financial goal by individuals. By the time an individual 
reaches retirement age, he or she wants the flexibility to choose whether to continue 
working or not (Bedel, 2013).  
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With regard to business goals, success is mostly associated with the financial 
performance of a business (Pangarkar & Kirkwood, 2012). It is believed by many that 
a business’s financial performance is the easiest and most appropriate indicator by 
which to measure a business’s growth and output (Pangarkar & Kirkwood, 2012). In 
addition to financial performance, Collins-Dodd, Gordon and Smart (2005:335) 
contend that growth, survival and export performance are also financial goals which 
when achieved are indicators of business success.  
 
The financial goals of a business are created on the basis of satisfying three main 
financial needs (Dlabay & Burrow, 2008:66), namely meeting the financial duties of 
the business, providing a competitive rate of return for investors and obtaining the 
necessary financing for future expansions and/or developments. In the context of 
meeting these needs, financial liquidity and solvency are two important goals (Kapil, 
2011:6-7). Liquidity refers to the ability of a business to convert current assets and/or 
investments into cash within a period of a year (Kapil, 2011:6-7). Chorafas (2008:97) 
states that liquidity is the ability of a business to pay all its current financial duties in 
time. According to Malz (2011:56), “liquidity is the ability to meet immediate demand 
for cash”. Solvency refers to the ability of a business to pay its long-term debt (Kapil, 
2011:6-7; Malz, 2011:56). The best way to define solvency is to use the balance 
sheet perspective (Tracy & Tracy, 2007:60) According to Tracy and Tracy (2007:60), 
“if assets are greater than liabilities then a business would appear to be solvent, and 
if assets are less than liabilities then a business would appear to be insolvent”. Tracy 
and Tracy (2007:60) further explain that if a business is insolvent, the business does 
not have enough assets to cover all the debt. When a business is solvent, however, 
the business’s assets will, in due course, be valued more than the liabilities (Malz, 
2011:56).  
 
According to Bosch et al. (2011:143), business growth is also categorised as a 
financial goal, as growing a business signifies a successful and profitable business. 
Bosch et al. (2011:146) and Olsen (2008) also categorise business survival as a 
financial goal because businesses need to generate profits in order to survive over 
the long term. However, business survival has been categorised as a non-financial 
goal in the context of family businesses (Distelberg & Sorenson, 2009:70; Short, 
Payne, Brigham, Lumpkin & Broberg, 2009: 12), specifically where the focus is on 
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succession in the family business (Nordqvist & Zellweger, 2010:26). Business 
survival as a non-financial family business goal will be discussed in more detail in 
Section 3.5.5.  
 
According to Jain (2011), profit and wealth maximisation are two important financial 
goals of a business. Of these two, wealth maximisation is seen as more significant, 
because profit maximisation is ambiguous and numerous aspects contribute towards 
business profit. Wealth maximisation on the other hand focuses only on cash flows 
(Jain, 2011). A profitable business is one that earns more revenue than what it 
spends on operating expenses. The revenue of a business is generated through 
sales income, interest earned on investments, as well as rental income (Gartenstein, 
2014). Cash flow on the other hand refers to a business’s ability to earn sufficient 
operating capital to cover the basic expenses of the business (Gartenstein, 2014).  
 
Maximising return on investment and return on sales have also been identified as 
financial goals (Babu, 2007:223). According to Medina (2007:26) and Botchkarev 
(2006), obtaining a higher rate of return on investment is said to be maximising 
profitability. According to Stopford (2013:53), “the return on the investment is the 
remuneration the investor receives in return for committing his funds to the 
enterprise”. Botchkarev (2006) states that some business owners use the overall 
return on investment as a rank to determine how well the business is operating 
compared to others. Sales maximisation occurs when a business sells as much as 
possible, without making a loss (Baumol, 2011). According to Belbin, Forsyth, Kourdi, 
Landsberg, McDonald, Ries, Ries and Sadler (2013:207), return on sales represents 
a business’s ability to manage costs as well as operate efficiently. The ability to 
maximise return on sales is also an indication of the business’s ability to survive 
unfavourable economic conditions such as declining prices and increasing costs 
(Belbin et al., 2013:207). 
 
Pandey (2009:733) summarises key financial goals as: 
 Maximising the: 
o Book value of ordinary shares 
o Market value of ordinary shares 
o Cash flow per ordinary share 
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o Operating profit before interest and tax 
o Economic value added 
 Maximising the ratio of the: 
o Return in equity 
o Shareholder’s market rate of return 
o Price-earnings ratio  
o Return on investment 
o Net profit margin 
o Market share 
 Maximising growth in: 
o Earnings per share 
o Sales 
o Total assets 
 Ensuring the availability of funds 
 
Even though past research has primarily focused on the level of employment, profit, 
sales revenue and return on assets as indicators of success (Zellweger & Nason, 
2009:203), Short et al. (2009:12), as well as Zellweger and Nason (2009:203) are of 
the opinion that profit maximisation has been incorrectly identified as the most 
important or in some cases even the sole goal of all businesses. Cater and Justis 
(2009:111) and Short et al. (2009:12) agree, stating that non-financial goals often 
take priority over goals like growth and profitability and are therefore an important 
measure of success in businesses. Although the success of businesses is 
conventionally measured using economic performance (Chrisman, Chua & Litz, 
2004:338; Walker & Brown, 2004:577), businesses should attempt to use both 
financial and non-financial goals as measures of success (Hienerth & Kessler, 
2006:115). Therefore Section 3.5.4 will focus on non-financial goals as measures of 
business success.  
 
3.5.4 NON-FINANCIAL GOALS 
 
Non-financial goals are the non-monetary end results one wishes to achieve (Leeds, 
2014). According to McKenny, Short, Zachary and Payne (2012:299), non-financial 
goals are not financial in nature. Personal non-financial goals could include becoming 
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one’s own boss, moving out of the house, finding a use for one’s skills, becoming 
independent or merely helping others (Greene, 2012:21-22). 
 
The non-financial goals of a business include providing high quality services, 
customer and/or employee satisfaction, safety, brand recognition and having a large 
market share (Ericson, 2010; Millichamp, 2000:369). Employee satisfaction, 
development and safety are referred to as human resources goals (McKenny et al., 
2012:303; McCann et al., 2001:51), whereas providing quality service and customer 
satisfaction can be referred to as service goals (Getz & Carlsen, 2000:554). 
According to Getz and Carlsen (2000:554), service goals focus on marketing and 
customers.  
 
Other non-financial business goals include attracting and retaining high quality 
employees, effective management, strong supplier relationships and a strong 
corporate social responsibility (Riley, 2012). Socio-economic goals are goals of a 
non-financial nature and relate to the social responsibility of the business. These 
goals can include ethical business behaviour, supporting the community, engaging 
with the community and ‘going green’ (Bosch et al., 2011:142). A business’s goal to 
help charities is also of a non-financial nature. The business does not necessarily 
have to make a monetary donation; instead, the business can merely offer its 
services to the charity (Greene, 2012:22).  
 
Operational goals are also non-financial in nature and include increasing the 
productivity of the business (Bosch et al., 2011:142) and using resources both 
efficiently and effectively (Lacoma, 2014; Bosch et al., 2011:142). For instance, 
manufacturing businesses must arrange their production chain in such a manner that 
as many production activities as possible can be done at the same time. These 
businesses should also consider equipment downtime. All these factors can 
positively influence time efficiency (Lacoma, 2014). Productivity goals, specifically, 
are related to the output of resources (Daft et al., 2010:55) and improving these goals 
can also increase the chances of business success (Bosch et al., 2011:141). Lacoma 
(2014) and Zahorsky (2014) agree by stating that productivity is important for 
business success and businesses must look for better ways to be productive such as 
automation or using technology, by outsourcing certain activities or simply improving 
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business procedures (Zahorsky, 2014). According to Gorgievski et al. (2011:209) as 
well as Nordqvist and Zellweger (2010:26), continuity is another non-financial goal 
and is concerned with the succession and survival of the business.   
 
3.5.5 FINANCIAL AND NON-FINANCIAL GOALS IN FAMILY BUSINESSES  
 
According to Melin, Nordqvist and Sharma (2014:335), Carlock and Ward (2010:12) 
as well as Phan and Butler (2008:262), the main financial goal of a family business is 
strong financial performance in order to provide for the business owning family. 
According to Klöckner (2009:282-283), other financial family business goals include: 
the ability to operate without non-family investors, continuous availability of funds, 
low costs of capital, optimising tax treatment, improving financial indicators and 
avoiding the use of collateral. In general the financial goals of family businesses are 
the same as other non-family businesses (Menlin et al., 2014:335; European 
Commission, 2009:13).  
 
According to Chrisman, Kellermans, Chan and Liano (2010:12) and Short et al. 
(2009:12), the goals of a family business are most often of a non-financial nature. 
Studies show that in comparison to non-financial goals such as strong customer 
relations, personal satisfaction and finding a balance between one’s work and 
personal life, financial goals are not a significant measure of success for family 
business owners (Collins-Dodd et al., 2005:327-342). Similarly, Short et al. (2009:12) 
and Zellweger and Nason (2009:203) maintain that family businesses often show a 
stronger inclination towards achieving non-financial goals than financial goals. 
 
Walker and Brown (2004:558-577) explain that non-financial goals are more 
significant when measuring the success of small family businesses because 
business success is often identified with personal success as many small family 
businesses are created with the idea of fulfilling the lifestyle and/or personal goals of 
the owner. According to Zellweger and Nason (2009:208), non-financial goals are 
important because they enhance the achievement of financial goals. Non-financial 
goals such as family harmony have been reported as leading to more profitable 
businesses over the long run (Ittner & Larcker, 2003). For example, if family harmony 
prevails within a family business, family employees will combine their efforts to create 
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innovative products that could possibly lead to higher levels of profit (Zellweger & 
Nason, 2009:208).  
 
Long-term continuity is a bigger concern for family businesses than for non-family 
businesses (Short et al., 2009:12; Miller, Le Breton-Miller & Scholnick, 2008). 
Distelberg and Sorenson (2009:70) and Short et al. (2009:21) find the most important 
non-financial measure of success in family business literature to be a successful 
succession. The owners of family businesses place great importance on the survival 
of their businesses (Distelberg & Sorenson, 2009:70; Short et al., 2009:12), because 
they see it as a resource that will be used by future generations (Distelberg & 
Sorenson, 2009:75; Castillo & Wakefield, 2007).  
 
In addition to the transition from one generation of the family to another (Chrisman et 
al., 2010:14; Cater & Justis, 2009:120; Short et al., 2009: 21), other non-financial 
goals of family businesses include employing family members (Cater & Justis, 
2009:111; Short et al., 2009:12; Chrisman, Chua & Sharma, 2005:565) and the 
family’s well-being (Distelberg & Sorenson, 2009:70; Chrisman et al., 2005:565). 
Similarly, Jurinski and Zwick (2002:272) are of the opinion that an important non-
financial goal of family businesses is family harmony and well-being.  
 
Numerous authors (Chrisman et al., 2010:12; Cater & Justis 2009:111; Short et al. 
2009:12; Zellweger & Nason, 2009:203; Collins-Dodd et al., 2005:327-342; Walker & 
Brown; 2004:558-577) contend that family businesses place more emphasis on non-
financial goals as indicators of success than non-family businesses. However, 
several researchers suggest that the focus on non-financial goals among family 
businesses leads to lower levels of financial performance (Zellweger & Nason, 
2009:208). Therefore, despite the importance placed on non-financial goals among 
family businesses, success is still expressed in terms of achieving goals of both a 
financial and non-financial nature (Zellweger & Nason, 2009:205). Against this 
background, the following hypotheses are formulated: 
 
H01: There is no difference in the nature of the words/phrases generated by family 
and non-family business owners. 
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Ha1: There is a difference in the nature of the words/phrases generated by family 
and non-family business owners. 
 
3.6 OTHER REQUIREMENTS FOR SUCCESS 
 
From the sections above it is clear that goals act as important indicators of success. 
The achievement of these goals, however, necessitates that businesses and 
business families also meet several other requirements. These requirements will be 
elaborated on in the sections to follow.  
 
3.6.1 GENERAL REQUIREMENTS 
 
Several personal attributes and business actions have been associated with success 
and successful businesses. Some of these are described in the paragraphs below. 
 
3.6.1.1 Personal requirements   
 
It is important for a person to know his or her strengths and weaknesses (Zahorsky, 
2014). Wong (2013:16) agrees by stating that each individual must evaluate their 
competencies to determine what his/her strengths and weaknesses are. According to 
Collins (2010b:44), it is also important for employees to inform employers of their 
strengths and weaknesses. In this way employers can provide employees with tasks 
that will require them to maximise the use of their strengths, as well as minimise or 
even eliminate the use of their weaknesses. Employers also set employees up for 
success, by providing them with tasks based on their strengths (Collins, 2010b:44). 
Employees must also be passionate about what they do, as well as be willing to work 
hard to help make the business a success (Hanks, 2013). Employees must ideally be 
placed in a career that they not only enjoy but also have the necessary experience 
and skills for. For instance, someone with a marketing degree should not be placed 
in the accounts section (Markowitz, 2013). 
 
According to Zahorsky (2014), for a business to be successful it needs employees 
who are honest, especially about their weaknesses, because in this way they can 
receive help for their areas of weakness and focus more on their areas of strength. It 
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is also important for business owners to be honest. The business and its employees 
are a reflection of the owners themselves, implying that if the owners approach a 
situation in an honest and ethical manner, so will their team (Prive, 2012). 
 
Both business owners and employees must be trustworthy and be able to trust each 
other (Markowitz, 2013). Trust and the ability to delegate are closely related, because 
if owners do not trust their employees, delegating becomes a difficult task. The ability 
of owners to delegate is important for business success (Prive, 2012). If owners do 
not delegate, work begins to pile up, leading to tasks not being completed and a 
rushed job being done. Quality is ultimately compromised resulting in the loss of loyal 
customers and negative publicity (Prive, 2012).  
 
Zahorsky (2014) and Markowitz (2013) believe that it is important for owners to 
maintain a balanced lifestyle. Delegating tasks allows owners to have more time and 
enables them to live a more balanced lifestyle. A business can take up a great deal 
of an owner’s time. Therefore, it is important for owners to find a balance between all 
aspects of their lives, particularly between their work and personal lives. Having more 
time for one’s personal life, including family and friends, allows one to feel more 
relaxed and approach work with a more positive attitude (Zahorsky, 2014).  
 
Business owners need to be knowledgeable about what is going on in their business. 
An owner does not have to be a qualified lawyer or accountant, but at least needs to 
understand the finances and legal issues involved in the running of a business 
(Hanks, 2013; Markowitz, 2013). Normand (2014) is of the opinion that successful 
business owners share similar attributes, namely: 
 
 They generally have a positive attitude towards their business and personal 
life. 
 They are willing to take risks and chances rather than wonder ‘what if …’ 
 They are committed to their business. 
 They are patient. 
 They understand that there is a small difference between an opportunity and 
an obstacle as both should be converted into an advantage for the business. 
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 They are persistent and unwilling to give up.  
 
The ability to communicate is another important attribute that all business owners 
should have. If a person cannot clearly and successfully communicate his or her goal 
to a team, the team will not be able to work towards that goal. Communication is also 
important when it comes to training new employees (Kibilko, 2014; Markowitz, 2013; 
Prive, 2012).  
 
It is important for owners to have strong leadership skills (Kibilko, 2014). In addition, 
owners need to act as teachers/mentors. They must be able to train their employees, 
as well as be someone employees can look up to. Owners must also possess 
motivational skills. For instance, when employees face obstacles, instead of pushing 
these employees, the owner must be able to motivate them, ensuring that they can 
do the task (Markowitz, 2013).  
 
3.6.1.2 Operational requirements  
 
According to Webster (2014b), operations can be defined as the activities that occur 
in a business. Pycraft, Singh, Phihlela, Slack, Chambers, Harland, Harrison and 
Johnston (2007:8) add to this by defining operations as all the activities in a business 
related to the production of the business’s products and services. The Business 
Dictionary (2014b) concurs by stating that operations normally take place in one 
location and involve all the tasks that help transform raw materials into a desired end 
product or service. According to Kumar and Suresh (2009:8), operations involve al 
the activities of combining resources to form final products and services.  
 
Lacoma (2014) points out that an important part of the successful operations of any 
business is its employees. Schwartz (2011) concurs that dedicated and hardworking 
employees are important contributors to a business success. Therefore, educating 
employees is also important for business success (Khan, 2007:183). According to 
Lacoma (2014), in service businesses, employees are required to be highly task-
oriented and have to follow clear steps in order to complete the service delivery. 
However, in manufacturing businesses employees are more central to the operation 
and are required to perform all operations from product development to product 
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delivery. The operations of a business are central to its success and finding ways to 
improve these operations is an important business requirement (Lacoma, 2014).  
 
It is important for owners and managers to motivate employees (Markowitz, 2013). 
Thus, according to Schwartz (2011), a successful business implements particular 
strategies to motivate employees. The business:  
 
 Is committed to paying each employee at least a living wage. 
 Rewards its employees with bonuses in accordance with performance, when 
successful.  
 Provides a working environment that is appealing, safe and comfortable.  
 Provides employees with clear and specific expectations of what is required. 
 Implements a two-way performance review system where employees receive 
feedback, but are also able to anonymously provide feedback on supervisors’ 
performance. 
 Treats all the employees with care and respect no matter what position they 
hold. 
 Provides opportunities for employees to grow and develop their skills. 
 Provides products and services that adds value to life and not only profits.  
 
According to Hormozi, Sutton, McMinn and Lucio (2002:755) and Wang, Walker and 
Redmond (2007:1-4), businesses often fail due to the lack of strategic planning. 
Normand (2014) maintains that a successful business needs to have a strategic 
business plan, or business blueprint, in place. According to Normand (2014), this 
plan outlines the goals of the business and the timeframes in which they must be 
achieved, as well as the strategies that will be implemented to achieve them. 
Hormozi et al. (2002:755) states that the secret to business success lies in 
conducting a strategic plan, which includes the setting of goals and the development 
of strategies to achieve those goals.  
 
According to Needham, Dransfield, Coles, Harris and Rawlinson (1999:219), “an 
organisation is a system that has an established structure and conscious planning in 
place, where people work and deal with one another in a coordinated and 
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cooperative manner for the accomplishment of recognised goals”. Smit, Cronje, 
Brevis and Vrba (2007:187) agree that having a structure in place helps employees 
to work towards the vision, mission, goals and objectives of the business. According 
to Needham et al. (1999:220) and Fopp (1997:135), an organisational structure 
shows how the operations of the business are divided among the employees. An 
organisational structure helps a business to “conduct, co-ordinate and control its 
work activities” (Needham et al., 1999:220). Without an organisational structure in 
place, the business is merely a group of individuals and not an organisation (Fopp, 
1997:135). To ensure business success, a business is required to have a strong 
organisational structure (Normand, 2014; Slawsky & Zafar, 2005:19) as it forms the 
foundation for the two pillars of business strategy and operational strategy (Slawsky 
& Zafar, 2005:19). This structure should also clearly state all the business’s policies 
and procedures (Normand, 2014). The best organisational structure is based on 
achieving the goals and objectives of the business (Slawsky & Zafar, 2005:19).  
 
According to Norman (2014), successful businesses implement operational support 
systems. Barnard (2008:82) contends that “operational support systems are systems 
that help perform all the necessary daily operational tasks”. Operational support 
systems are used to boost the performance of businesses (Blobel, Pharow, Zvarova 
& Lopez, 2008:139) and allow for efficiency among business activities (Normand, 
2014). These systems can be financial or non-financial and are either manual or 
automated (Normand, 2014). 
 
Financial systems deal with matters like budgeting and incentive distributions, 
whereas non-financial systems deal with issues such as return authorisations and 
shipping release documents. A manual operational support system is people-based 
where the people are required to do everything themselves, whereas an automated 
operational support system is computer-based working with software like Excel 
(Normand, 2014). According to Blobel et al. (2008:139), operational support systems 
are mainly used to automate the manual operations (such as data capturing) in the 
business so as to reduce errors and enhance efficiency.  
 
 
64 
 
In addition, Zahorsky (2014) proposes that in order for a business to be successful, it 
is required to:  
 
 Form strong business networks: Owners should know the power of business 
networks, as it is important to form strong relationships with key peers, 
mentors and advisors.  
 Be customer focused: It is easier to create a loyal customer base if the 
business understands its customers’ wants and needs. Therefore, it is 
important for owners to put aside the business and its profits for a bit, while 
thinking of innovative ways to improve the customers’ life. 
 Be able to adapt: The business must be able to adapt to changing 
circumstances. 
 Be opportunity driven: The business must look at problems as opportunities 
and find innovative ways to solve them. 
 
Suppliers are just as vital to a business as are its customers (Ashton, 2013; Webster, 
1999:93). A supplier’s promise to a business about its quality becomes the 
business’s promise to its customers (Stephenson & Rich, 2008:202; Stephenson & 
Mintzer, 2008:178). However, quite often businesses “have too many suppliers, not 
enough good suppliers” (Hnatek, 2005:170). Businesses must find suppliers that are 
dependable and cost-efficient (Lacoma, 2014; Gupta, 2005:161). Often successful 
businesses have a management division with the sole purpose of locating suppliers 
with the best resources and prices (Lacoma, 2014).    
 
3.6.2 FAMILY REQUIREMENTS 
 
It is suggested by some authors that one should not start a family business as there 
are countless problems which arise when working with one’s family members (Bi, 
2010). Some of these problems were discussed in Chapter 2. However, strong family 
relationships are important both inside and outside a family business (Schwass, 
2013:9). Forming strong working relationships within a family business can be 
challenging, but makes a significant contribution towards the success of the family 
business in the long run (National Quality Improvement Network, 2010:9). 
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There are certain attributes that the family members should possess in order to 
increase the chances of success for their family businesses (Bi, 2010). According to 
the National Quality Improvement Network (2010:9-10), the following attributes can 
help improve the working relationship between family members: 
 
 Respect: Valuing all family members as individuals and treating them with 
respect. 
 Empathy: The willingness to understand and listen to the challenges that 
family members face and seeing the situation from their view point instead of 
immediately judging them based on the decisions they have made. 
 Genuineness: Showing sensitivity towards family members and being honest 
and trustworthy, as well as trusting fellow family members.  
 Humility: Working among each other as equals and not valuing oneself more 
than the other family members, regardless of the position one holds in the 
family business.  
 Enthusiasm: Having a warm, friendly and positive energy towards the working 
family relationship.  
 Integrity: Upholding the shared morals and values of the family throughout the 
working relationship, even during difficult times. 
 Expertise: Acknowledging the skills, experience and knowledge that not only 
the older generations but also the younger family members bring to the 
working relationship. Complimenting the younger family members on their 
achievements makes them feel as though they are part of the team.  
 
According to the Small Business Development Corporation (SBDC, 2014), for a 
family business to be successful, the support of family and friends outside the 
business is needed. This support is especially important to business owners. Owners 
put in long hours, invest personal savings and deal with all the issues arising from 
business operations. For instance, if an owner’s spouse understands that long 
working hours are needed to make the business a success, it is easier for the owner 
to focus on critical aspects of the business than if he or she is fighting at home about 
long working hours (SBDC, 2014). 
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Bi (2010) states that families working together in a business struggle to keep their 
personal and work life separate. This is also referred to as the work-home balance 
issue (Parry, 2014:52). According to Bi (2010), family disputes are often brought to 
work, and business problems are brought home. Therefore, if the family’s personal 
life is facing a stumbling block, the business is likely to be negatively affected and 
vice versa. Being able to keep these two lives separate is an important requirement 
for family business success. Bi (2010) describes several methods that can assist 
business families in keeping their business and personal lives separate. These are:  
 
 Defining each family member’s business role: In this way, family members 
cannot argue over ‘who does what’ when the business takes on a new project. 
 Maintaining effective communication channels: This allows family members to 
communicate with each other when work related problems arise. The easier it 
is to resolve work-related problems at work, the less likely it is that families will 
have to argue about the problems at home. 
 Ensuring fairness among family members: Parents normally think that the 
eldest child (or in some cases the favourite child) deserves more power and 
authority than his or her siblings. This leads to jealousy and conflict between 
the children. Therefore, parents should rather base power, authority, salaries, 
promotions and any other business related matters on the child’s knowledge, 
skills and experience. Not only does this reduce conflict at home and work, but 
it also improves the performance of the business.  
 Maintaining professional stance: Personal matters should be dealt with at 
home and not at work, no matter how difficult the situation might be.  
 
3.6.3 FAMILY BUSINESS REQUIREMENTS 
 
In addition to the requirements for business success described above, family 
businesses have several other requirements that should be mentioned. These are 
discussed below. 
 
Although most family business owners prefer to only hire family members, 
sometimes the only route to success is to hire qualified non-family members as key 
employees within the family business (Bernard, 2012). According to Mustakallio, 
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Autio and Zahra (2002:210), hiring non-family employees improves the chances of 
family business success. Burtt (2013) and Letele-Matabooe (2012:40) agree that 
non-family employees play a vital role in the success of family businesses and find 
that they should be viewed as important stakeholders. Healthy relationships between 
family and non-family employees build business confidence, reduce internal conflicts 
and contribute towards creating a healthy team spirit (Burtt, 2013).  
 
Non-family employees bring additional skills, qualifications and knowledge to the 
family business. They help to resolve internal family conflicts, provide outside 
objectivity and promote business professionalism (Burtt, 2013). Non-family 
employees have an outside perspective and may approach challenges differently to 
family employees who have been devoted to one business their entire life (Bernard, 
2012). In addition, non-family employees are less likely to be emotionally attached to 
the business, thus allowing for less emotional and more objective decision-making. 
According to Burtt (2013), non-family employees have a positive influence on the 
financial performance and growth of a family business, as well as on its overall 
success.  
 
The likelihood of family business success is also increased by having strong 
governance structures in place (International Finance Corporation [IFC], 2008:11). 
The main governance issues facing family businesses are summarised in Table 3.2. 
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Table 3.2:  Governance issues faced by family businesses 
 
Ownership stage Dominant shareholder issues 
Stage 1: The founder(s) 
 Leadership transition 
 Succession 
 Estate planning 
Stage 2: The sibling partnership 
 Maintaining teamwork and harmony 
 Sustaining family ownership 
 Succession 
Stage 3: The cousin confederation 
 Allocation of corporate capital: dividends, debt 
and profit levels 
 Shareholder liquidity 
 Family conflict resolution 
 Family participation and role 
 Family vision and mission 
 Family linkage with the business 
 
(Source: IFC, 2008:16) 
 
To resolve the governance issues summarised in Table 3.2, family businesses are 
required to set up governance structures (IFC, 2008:16) such as boards of directors, 
advisory boards, family councils, family constitutions and shareholders’ meetings 
(Poza & Daugherty, 2014:256). These structures allow for efficient communication 
channels where the roles, rights, duties and expectations of family members can be 
clearly communicated (IFC, 2008:16). Governance structures such as these are used 
to regulate and manage the relationships between family members, shareholders 
and owners. These relationships must be managed in such a manner that the 
business flourishes and family members guard and promote its unanimity (Poza & 
Daugherty, 2014:256). A family business can only be successful once all the 
governance issues relevant to the ownership stage (see Table 3.2) have been 
resolved within the family business (IFC, 2008:16).  
 
3.7 DEMOGRAPHIC FACTORS AND SUCCESS 
 
The primary objective of this study is to identify the perception that family business 
owners have of success. In order to provide greater insight into the interpretations of 
success by family business owners, the influence of gender and age on 
interpretations of success will also be investigated. 
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3.7.1 GENDER AND SUCCESS 
 
According to Jasielska (2014:26), Miller and Besser (2012:586) as well as Bird and 
Sapp (2004:5), male business owners are more successful than female business 
owners. Males are also more confident in themselves than are females with regard to 
running a successful business (Lechman & Okonowicz, 2013:5).  
 
Drexler (2014) and Mahdavi (2009:1) as well as Kogan, McConnell and Schoenfeld-
Tacher (2004:154) state that the meaning of success differs between males and 
females. According to Dyke and Murphy (2006:357), this is true even when their 
occupations are related. However, Jasielska (2014:24) disagrees, asserting that the 
meaning of success does not differ between males and females.  
 
According to Lechman and Okonowicz (2013:5), success for males means financial 
gain, while for females, financial gain is only one of many aspects that define 
success. Females mainly associate success with the importance of balance and 
relationships, whereas males associate success with money and material assets 
(Dyke & Murphy, 2006:357). Dawson and Henley (2012:713) concur, finding that 
males are driven by the opportunity to generate more money, whereas females are 
driven by the opportunity to have a flexible schedule that will enable them to spend 
as much time as possible with their families. Against this background, the following 
hypotheses are formulated: 
 
H02: There is no difference in the nature of the words/phrases generated by 
female and male family business owners. 
Ha2: There is a difference in the nature of the words/phrases generated by female 
and male family business owners. 
 
3.7.2 AGE AND SUCCESS 
 
According to Owen (1999:92), “success has different meanings at different ages and 
stages of life”. Kendrick (2007:24) agrees that as individuals reach different stages in 
their lives, the meaning they attach to success changes. Studies show that for young 
people, success means acquiring tangible assets and a successful lifestyle (Owen, 
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1999:92), while for older people, success means building strong relationships, 
gaining as much experience as possible and having something to pass down to their 
children (Owen, 1999:92).  
 
Bennett (2008:3) supports the view that strong relationships are an important factor 
in family business success. However, the strength of these relationships is often 
influenced by the age of the family members (Bausch & Schwenker, 2009:95). The 
generational gap between parents and their children can positively influence 
business success, depending on the willingness of these parties to listen and learn 
from one another (Sahoo, 2012). Research has shown that in family businesses, the 
relationship between a parent aged 50 to 59 years and a child aged 23 to 32 years is 
most harmonious; the relationship between a parent aged 60 to 69 years and a child 
aged 34 to 40 years is problematic; and the relationship between a parent aged 41 to 
45 years and a child aged 17 to 22 years is either non-existing or problematic 
(Handler, 1994:143).  
 
Furthermore, Klein, Pappas and Wamer (2014:1), Linskell (2008:3) and Shilepsky 
(2007) assert that age discrimination is a major issue in business, especially for 
employees aged 40 years or older. According to Sahoo (2012), working with the 
older generation in a family business should be seen as a contributor to business 
success. The older generation has more patience and understanding because they 
have been through numerous challenges and experiences over the years (Sahoo, 
2012). Against this background, the following hypotheses are formulated: 
 
H03: There is no difference in the nature of the words/phrases generated by family 
business owners aged 40 years and under and those over the age of 40 
years. 
Ha3: There is a difference in the nature of the words/phrases generated by family 
business owners aged 40 years and under and those over the age of 40 
years. 
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3.8  SUMMARY 
 
In Chapter 3 success was defined from a general as well as from a business 
perspective. The meaning of success was established from the literature and as 
interpreted in several studies undertaken under various circumstances. The literature 
shows that success is understood or interpreted in terms of success criteria, 
indicators of success as well as the achievement of goals. Several common 
indicators of business success were identified and discussed. Goals were also found 
to be significant indicators of success. The importance and definition of goals, the 
difference between financial and non-financial goals as well as goals in family 
businesses were elaborated on. Success in the literature is also often referred to in 
terms of the requirements for success. Requirements for family, business and family 
business success were therefore highlighted. The chapter concluded by discussing 
how the meaning of success varies depending on an individual’s age and gender. 
 
Chapter 4 will explain the research design that was used in this study. Specific 
attention will be given to the research paradigm and methodology, the research 
approaches and research methods. The data collection method, the population and 
sample studied, the sampling technique, the research instrument and the validity and 
reliability assessments will also be described. Lastly the coding and analysis of the 
data and the ethical considerations will be elaborated on. 
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CHAPTER 4 
 
RESEARCH DESIGN AND METHODOLOGY 
 
4.1 INTRODUCTION 
 
Research involves a structured query that utilises acceptable scientific 
methodologies to find solutions to problems and create new accurate knowledge 
(Murugan, 2013:7; Struwig & Stead, 2013:2; Gupta & Gupta, 2011:5; Mahmood, 
2011:34). Similarly, Nirmala and Silvia (2011:4) contend that research is a scientific 
method used to systematically search for solutions to problems. More specifically, 
business research is defined as “the application of a scientific method used to identify 
the truth about business phenomena” (Zikmund et al., 2013:5). According to Kumar 
(2011:17), research involves an eight step process, namely formulating a research 
problem, conceptualising a research design, constructing an instrument for data 
collection, selecting a sample, writing a research proposal, collecting data, 
processing and displaying the data and writing a research report. Hair, Babin, Money 
and Samouel (2003:25) agree that the first step to research is to understand the 
problem being investigated.  
 
The problem investigated in this study was identified and described in Chapter 1, 
namely that a lack of consensus exists regarding how success is conceptualised in 
the field of family business (Zellweger & Nason, 2009:21; Distelberg & Sorenon, 
2009:68). This study attempts to establish how family business owners understand, 
interpret or perceive success with the aid of word association tests so that a clear 
definition can be developed for use in goal setting processes and future strategic 
planning. Once the problem has been identified the research design for addressing 
the problem must be determined. 
 
Chapter 4 will explain and motivate this research design. More specifically the 
research paradigm and methodologies adopted in this study will be described and 
the choice motivated. The discussion will include a description of the various 
research approaches, research methods, the method of data collection, as well as 
the population, the sample and the sampling techniques. Thereafter, the research 
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instrument and the validity and reliability assessments will be discussed. The coding 
of data and the data analysis will then also be elaborated on. The chapter concludes 
by elaborating on the ethical considerations of this study. 
 
4.2 RESEARCH DESIGN AND METHODOLOGIES 
 
According to Zikmund et al. (2013:64), Acharyulu and Reddy (2009:33) and Henning, 
van Rensburg and Smit (2004:30), a research design is a plan that denotes the 
methods and procedures used to gather and analyse the required information for a 
study. Similarly, Bellamy (2011:20) describes a research design as the method by 
which data will be created, collected, constructed, coded, analysed and interpreted. 
According to Yocam (2008:42), “the research design of a study plays a vital role, 
because it acts as the blueprint for accomplishing the objectives of the study”. 
Therefore, a researcher must select a research design that will best assist him or her 
to achieve the objectives of a study (Zikmund, Babin, Carr & Griffin, 2010:67). 
Acharyulu and Reddy (2009:33) are of the opinion that the research design must be 
of a scientific nature in order to achieve the desired objectives. According to Bryman 
and Bell (2011:17), once the research design has been chosen, the methods, 
techniques and procedures must also be chosen for the study and motivations for 
these choices should be provided. The first step in a research design is determining 
the research paradigm of a study (Collis & Hussey, 2009:11). The two main research 
paradigms are elaborated on in the sections to follow.  
 
4.2.1 POSITIVISM AND INTERPRETIVISM PARADIGMS 
 
According to Johnson and Christensen (2012:31), a research paradigm is “a 
perspective held by a community of researchers that is based on a set of shared 
assumptions, concepts, values and practices”. Taylor et al. (2007:5) as well as 
Weaver and Olson (2006:460) concur that a research paradigm is a comprehensive 
point of view on something. According to Tashakkori and Teddlie (2010:194), a 
research paradigm is defined by means of four fundamental belief systems: 
“axiological beliefs about the nature of ethics; ontological beliefs about the nature of 
reality; epistemological beliefs about the nature of knowledge and the relationship 
between the knower and that which would be known; and methodological beliefs 
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about the appropriate methods for systematic investigation to yield warrantable 
assertions”. Killam (2013:6), Houghton, Hunter and Meskell (2012:34) and Krauss 
and Putra (2005:758) concur that a research paradigm deals with axiological (beliefs 
and philosophies about ethics), ontological (beliefs and philosophies about reality), 
epistemological (how one becomes aware of what reality is) and methodological 
(how to conduct research with intent to solve the research problem) beliefs.  
 
According to Collis and Hussey (2014:44-46), two main research paradigms exist: a 
positivism paradigm which involves quantitative, objective, scientific and traditionalist 
research and an interpretivism paradigm that involves qualitative, subjective, 
humanist and phenomenological research. Hakim (2012) and Henning et al. (2004:3) 
suggest that the two main research paradigms are quantitative and qualitative in 
nature. Collis and Hussey (2014:46-47) identify five philosophical beliefs and Table 
4.1 explains how these beliefs are applied to the two main research paradigms. 
 
Table 4.1:  Philosophical beliefs  
 
Philosophical beliefs Positivism Interpretivism 
Ontological belief (the nature 
of reality) 
Social reality is objective 
and external to the 
researcher. 
Social reality is subjective 
and socially constructed. 
There is only one reality. There are multiple realities. 
Epistemological belief (what 
constitutes valid knowledge) 
Knowledge comes from 
objective evidence about 
observable and measurable 
phenomena. 
Knowledge comes from 
subjective evidence from 
participants. 
The researcher is distant 
from phenomena under 
study. 
The researcher interacts 
with phenomena under 
study. 
Axiological belief (the role of 
values) 
The researcher is 
independent from 
phenomena under study. 
The researcher 
acknowledges that the 
research is subjective. 
The results are unbiased 
and value-free. 
The findings are biased and 
value-laden. 
Rhetorical belief (the 
language of research) 
The researcher uses the 
passive voice, accepted 
quantitative words and set 
definitions. 
The researcher uses the 
personal voice, accepted 
qualitative terms and limited 
a priori definitions. 
Methodological belief (the 
process of research) 
The researcher takes a 
deductive approach. 
The researcher takes an 
inductive approach. 
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Table 4.1:  Philosophical beliefs (continued) 
 
Methodological belief 
(continued) 
The researcher studies 
cause and effect, and uses a 
static design where 
categories are identified in 
advance. 
The researcher studies the 
topic within its context and 
uses an emerging design 
where categories are 
identified during the process. 
Generalisations lead to 
prediction, explanation and 
understanding. 
Patterns and/or theories are 
developed for 
understanding. 
Results are accurate and 
reliable through validity and 
reliability. 
Findings are accurate and 
reliable through verification. 
 
(Source: Extracted from Collis & Hussey, 2014:46-47) 
 
According to Bryman and Bell (2011:24), each research paradigm uses different 
types of analyses as each paradigm solves problems in different ways. Quantitative 
research methodologies are associated with the positivism paradigm while qualitative 
research methodologies are associated with the interpretivism paradigm.  
 
4.2.2 QUANTITATIVE AND QUALITATIVE RESEARCH METHODOLOGIES 
 
According to Rajasekar, Philominathan and Chinnathambi (2013:5), “research 
methodology is a systematic way to solve a problem”. Research methodology is 
referred to as the science of studying how a researcher will go about carrying out 
research scientifically (Rajasekar et al., 2013:5; Sahu, 2013:3). Research 
methodology is also be defined as “the process of describing, explaining and/or 
predicting a phenomenon” (Rajasekar et al., 2013:5; Rashidpour, 2013:10). The 
paragraphs to follow will discuss the quantitative and qualitative research 
methodologies. 
 
According to Lodico, Spaulding and Voegtle (2010:32), the simplest definition for 
quantitative research is research that summarises results numerically. According to 
Teddlie and Tashakkori (2009:5), quantitative research can be defined as techniques 
concerned with gathering, analysing, interpreting and presenting numerical 
information. Quantitative research also uses predetermined research instruments 
that exclude the thoughts and emotions of respondents to determine how different 
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controlled variables are related (Henning et al., 2004:3). During quantitative research, 
a researcher collects and analyses numerical data and performs statistical tests in 
order to measure phenomena (Collis & Hussey, 2014:40). By using quantitative 
research, a researcher can explore, measure, determine the intensity and combine 
attitudes of different aspects of an issue to arrive at one indicator that is reflective of 
the overall attitude (Kumar, 2010:167). Quantitative researchers normally measure 
concepts with scales that can provide numerical values, which can in turn be used in 
statistical computations and hypothesis testing (Zikmund et al., 2013:134). 
 
According to Hinkel (2011:178) as well as Carter and Thomas (1996:31), it is difficult 
to define qualitative research without stating that it is research that is not quantitative 
in nature. Qualitative research can be defined as studying “things in their natural 
settings, attempting to make sense of or interpret phenomena in terms of the 
meanings people bring to them” (Ritchie, Lewis, Nicholls & Ormston, 2013:3; Denzin 
& Lincoln, 2011:3; Klenke, 2008:7; Neergaard & Ulhoi, 2007:5). Qualitative research 
can also be defined as a process of collecting, analysing and interpreting the data of 
a phenomenon. However, Carter and Thomas (1996:31) are of the opinion that these 
results cannot be converted into numerical values and any effort to do so could 
tamper with the results. According to Zikmund et al. (2010:133), qualitative research 
uses qualities and non-numerical attributes to examine perceptions that will enable a 
researcher to understand human behaviour better. Myers (2009:5) concurs that 
qualitative research enables researchers to better understand people, in the sense of 
what they say and do. Therefore, to better understand the social and cultural 
circumstances which people live in, qualitative researchers investigate how people 
make sense of their world and the experiences they have in the world (Merriam, 
2009:13; Denzin & Lincoln, 2005:3). The variables of a qualitative study are normally 
uncontrolled and not restricted to a specific research instrument (Henning et al., 
2004:3). Several differences between quantitative and qualitative research 
methodologies are summarised in Table 4.2. 
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Table 4.2:  Differences between quantitative and qualitative research 
methodologies 
 
  Quantitative Qualitative 
General 
framework 
Seek to confirm hypotheses about 
phenomena. 
Seek to explore phenomena. 
Instruments use a more rigid style 
of eliciting and categorising 
responses of questions. 
Instruments use a more flexible 
iterative style of eliciting and 
categorising responses to 
questions. 
Use highly structured methods 
such as questionnaires, surveys, 
and structured observation. 
Use semi-structured methods 
such as in-depth interviews, focus 
groups, and participant 
observation. 
Analytical 
objectives 
To quantify variation. To describe variation. 
To predict causal relationships. 
To predict, describe and explain 
relationships. 
To describe characteristics of a 
population. 
To describe individual 
experiences. 
  To describe normal groups. 
Question format Closed-ended Open-ended 
Data format 
Numerical (obtained by assigning 
numerical values to responses) 
Textual (obtained from 
audiotapes, videotapes, and field 
notes) 
Flexibility in 
study design 
Study design is stable from 
beginning to end. 
Some aspects of the study are 
flexible (for example, the addition, 
exclusion, or wording of particular 
interview questions). 
Participant responses do not 
influence or determine how and 
which questions researchers ask 
next. 
Participant responses affect how 
and which questions researchers 
ask next. 
Study design is subject to 
statistical assumptions and 
conditions. 
Study design is iterative, that is, 
data collection and research 
questions are adjusted according 
to what is learned.  
 
(Source: Mack, Woodsong, MacQueen, Guest & Namey, 2005:3) 
 
4.2.3 MIXED RESEARCH PARADIGMS AND METHODOLOGIES  
 
According to Johnson and Christensen (2014:32), in addition to the two main 
research paradigms that a researcher can use in a study (quantitative and qualitative 
research paradigms), a mixed methods research paradigm also exists. This consists 
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of a combination of the quantitative and qualitative research paradigms (Teddlie & 
Tashakkori, 2009:28). When some of the features of a research paradigm are 
exchanged for the features of a different research paradigm, a continuum of research 
paradigms is formed (Collis & Hussey, 2009:57). According to Brundrett and Rhodes 
(2014:72) and Johnson, Onwuegbuzie and Turner (2007:124), there are five 
research paradigms, these being the pure qualitative and qualitative mixed research 
paradigms that are both qualitative dominant, the pure mixed research paradigm 
consists equally of both qualitative and quantitative research, and the pure 
quantitative and quantitative mixed research paradigms that are both quantitative 
dominant.  
 
If a researcher adopts a mixed research paradigm, it can either be qualitative 
dominant, equally mixed or quantitative dominant (Johnson et al., 2007:124). The 
research paradigms that are qualitative dominant can either fully consist of qualitative 
research, or quantitative research can be added - as long as emphasis remains on 
qualitative research. The same principle applies to the quantitative dominant 
research paradigms (Johnson & Christensen, 2014:32-33). In the research 
paradigms where a specific approach is dominant, the researcher normally only adds 
features from a different research paradigm if it will improve the quality of the results 
(Johnson et al., 2007:124). The pure mixed research paradigm is applied when the 
researcher equally combines quantitative and qualitative research to all aspects of 
the study (Johnson & Christensen, 2014:33; Grove, Burns & Gray, 2013:492). Figure 
4.1 illustrates the continuum of research paradigms.  
 
Figure 4.1: Continuum of research paradigms 
 
 
 
 
 
 
 
(Source: Brundrett & Rhodes, 2014:72; Goliath, 2013:77; Hesse-Biber & Leavy, 2010:390; 
Johnson et al., 2007:124) 
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According to Johnson and Christensen (2012:31), research can be either 
quantitative, qualitative or mixed in nature. Mixed method research is defined as “a 
class of research where a researcher mixes or combines quantitative and qualitative 
research techniques, methods, approaches, concepts or language into a single 
study” (Brundrett & Rhodes, 2014:72). Research has become too multifaceted to be 
restricted to one research methodology (Sandelowski, 2000:746). Therefore, mixed 
methods research has become the fastest growing research methodology among 
researchers (Bergman, 2008:12). Johnson and Onwuegbuzie (2004:14) as well as 
Sandelowski (2000:746) concur that the collective use of quantitative and qualitative 
research has been increasing. Using mixed methods enables a researcher to expand 
the study’s scope as well as provide more meaningful insights (Johnson & 
Onwuegbuzie, 2004:14; Sandelowski, 2000:746), because this methodology involves 
the benefits of both quantitative and qualitative research (Bergman, 2008:12).  
 
4.2.4 RESEARCH PARADIGM AND METHODOLOGY ADOPTED IN THIS 
STUDY  
 
The aim of this study is to determine what ‘success’ means to small family business 
owners and whether the meaning they associate with success differs from the 
meaning which small non-family business owners ascribe to the term. The 
words/phrases that participants associate with success will give the researcher 
access to the deeper meaning of the concept as it appears in the minds of the 
participants (Struwig & Stead, 2013:15; Willig, 2013:108; Zikmund et al., 2010:136; 
Collis & Hussey, 2009:57; Burger, 2008:72; Siman-Tov, 2008:47). The present study 
explores the term ‘success’ in the hope of understanding its deeper meaning. By 
using a qualitative research methodology, the researcher is able to assess the 
mental representations that a participant has of a term, thus revealing how he or she 
observes the term (Goliath, Farrington & Saunders, 2014:3; Roininen, Arvola & 
Lahteenmaaki, 2006:20). Therefore in this study, a qualitative research paradigm and 
methodology is considered most suitable for the collection of the data.  
 
Although a qualitative research paradigm and methodology is adopted for the data 
collection, the data will be analysed quantitatively. Therefore a mixed research 
paradigm and methodology will be adopted in this study. More specifically, a 
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qualitative mixed research paradigm and methodology will be adopted as it will be 
qualitative dominant. After selecting a suitable research methodology the researcher 
must choose appropriate research approaches (Collis & Hussey, 2014:55; Collis & 
Hussey, 2009:73). For this reason, the paragraphs to follow will elaborate on the 
different qualitative as well as quantitative research approaches available to 
researchers. 
 
4.3 RESEARCH APPROACHES 
 
The nature of qualitative and quantitative research methodologies were discussed in 
Section 4.2. The various research approaches applicable to quantitative and 
qualitative research methodologies are discussed in the paragraphs to follow. 
According to Collis and Hussey (2014:3), the research approach adopted must be 
chosen based on the purpose of the study. Because the emphasis of this study is 
mainly on qualitative research approaches, quantitative approaches will be only 
briefly discussed. 
 
4.3.1 QUANTITATIVE RESEARCH APPROACHES 
 
The most common quantitative research approaches are exploratory, descriptive, 
explanatory and experimental (Collis & Hussey, 2014:3-5; Grove et al., 2013:26; 
Struwig & Stead, 2013:3; Hinkel, 2011:191). An exploratory approach is used when 
situations are unclear (Zikmund et al., 2010:54), too little information exists about the 
situation for the researcher to make pertinent conclusions (Struwig & Stead, 2007:7; 
Hair et al., 2003:56) or when the researcher wants to develop an initial idea about an 
area that has not been researched before (Struwig & Stead, 2007:7; Neuman, 
2000:510). The main purpose of an exploratory approach is to develop new ideas, 
hypotheses and questions from the information gathered (Grove et al., 2013:26; 
Struwig & Stead, 2013:7; Struwig & Stead, 2007:7) as well as to study relationships 
and correlations in the data (Hinkel, 2011:192) so as to provide some clarity about a 
given situation (Struwig & Stead, 2013:7).  
 
According to Zikmund et al. (2010:55), Struwig and Stead (2007:8) as well as Hair et 
al. (2003:57), the purpose of a descriptive approach is to describe a phenomenon. 
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Struwig and Stead (2007:8) further explain that a descriptive approach can be used 
to describe a specific demographic factor and explain how it affects the phenomenon 
that is being researched. This is done by presenting the results of the study by in 
terms of frequencies, percentages and descriptive statistics (such as means and 
standard deviations), which then acts as the basis for any other analyses undergone 
in a study (Hinkel, 2011:192).  
 
Explanatory research is also referred to as causal research (Collis & Hussey, 
2014:5). The aim of this approach is to describe the features of the phenomenon 
being researched (Collis & Hussey, 2014:5), as well as to determine the ‘cause-and-
effect’ relationships so to clarify why and how the variables of a specific study relate 
to one another (Zikmund et al., 2013:54). Explanatory research requires the 
researcher to obtain a theoretical framework, enabling the researcher to presume 
justification from the gathered data (Gratton & Jones, 2004:7). 
 
According to Grove et al. (2013:26), “experimental research is considered the most 
powerful quantitative approach because of the rigorous control of variables”. The 
experimental approach is used to predict and control a specific phenomenon (Grove 
et al., 2013:26), to establish whether the incidence of one event causes the incidence 
of another event (Struwig & Stead, 2013:8; Zikmund et al., 2010:57), to determine if a 
change in one variable leads to the change in another variable (Hair et al., 2003:64) 
or to determine to what degree the independent variables affect the dependent 
variable(s) (Struwig & Stead, 2007:9).  
 
The various research methods associated with these quantitative approaches will be 
discussed in Section 4.4.1. The section to follow discusses the various qualitative 
research approaches.  
 
4.3.2 QUALITATIVE RESEARCH APPROACHES 
 
Numerous qualitative research approaches exist and are presented in Table 4.3. 
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Table 4.3:  Qualitative research approaches 
 
Purpose of research Research approach References 
Relating to the 
characteristics of 
language 
Content analysis 
Goliath, 2013:74; Struwig & Stead, 
2013:13; Hinkel, 2011:180; Crowther 
& Lancaster, 2008:183; Struwig & 
Stead, 2007:14 
Discourse 
analysis/ethnography of 
communication 
Goliath, 2013:74; Struwig & Stead, 
2013:13; Hinkel, 2011:178; Crowther 
& Lancaster, 2008:183; Pope, Mays & 
Popay, 2007:72; Struwig & Stead, 
2007:14; Creswell, 2003:13 
Ethnoscience/structural 
ethnography 
Goliath, 2013:74; Struwig & Stead, 
2013:13; Struwig & Stead, 2007:15;  
Symbolic interaction/ 
ethnomethodology 
Goliath, 2013:74; Struwig & Stead, 
2013:13;  Pope et al., 2007:72; 
Struwig & Stead, 2007:15 
Connections between 
identified and 
categorised elements 
are sought 
Grounded theory 
Goliath, 2013:74; Grove et al., 
2013:26; Struwig & Stead, 2013:13; 
Hinkel, 2011:179; Crowther & 
Lancaster, 2008:183; Pope et al., 
2007:72; Struwig & Stead, 2007:15; 
Holloway, 2005:98; Creswell, 2003:13 
Ethnographic content 
analysis 
Goliath, 2013:74; Grove et al., 
2013:26; Struwig & Stead, 2013:13; 
Hinkel, 2011:179; Struwig & Stead, 
2007:15 
Event structure analysis 
Goliath, 2013:74; Struwig & Stead, 
2013:13; Struwig & Stead, 2007:15 
Discovery of 
regularities in the form 
of patterns 
Phenomenography 
Goliath, 2013:74; Struwig & Stead, 
2013:13; Struwig & Stead, 2007:15 
Naturalistic 
enquiry/holistic 
ethnography/educational 
ethnography 
Goliath, 2013:74; Struwig & Stead, 
2013:13;  Pope et al., 2007:72; 
Struwig & Stead, 2007:15; Creswell, 
2003:13 
Action research 
Goliath, 2013:74; Struwig & Stead, 
2013:13; Struwig & Stead, 2007:15 
Comprehension of the 
meaning of text or 
action 
Phenomenology 
Goliath, 2013:74; Grove et al., 
2013:26; Struwig & Stead, 2013:13; 
Hinkel, 2011:180;  Pope et al., 
2007:72; Struwig & Stead, 2007:16; 
Holloway, 2005:87,104; Creswell, 
2003:13  
 
 
83 
 
Table 4.3:  Qualitative research approaches (continued) 
 
Comprehension of the 
meaning of text or 
action (continued) 
Hermeneutics/case 
studies/life histories 
Goliath, 2013:74; Grove et al., 
2013:26; Struwig & Stead, 2013:13; 
Hesse-Biber & Leavy, 2011:17; 
Hinkel, 2011:179,180;  Pope et al., 
2007:72; Struwig & Stead, 2007:16; 
Holloway, 2005:87,125; Creswell, 
2003:13 
 
(Source: Adapted from Struwig & Stead, 2013:13) 
 
Content analysis is the process of collecting and analysing content in the form of text. 
The content can be words, meanings, symbols or themes and the text can be written, 
spoken or visualised (Struwig & Stead, 2013:12; Struwig & Stead, 2007:14; 
Macnamara, 2005:2; Neuman, 2000:292). Content analysis is a qualitative research 
approach (Hsieh & Shannon, 2005:1277; Kassarjian, 1977:9). However, what 
distinguishes content analysis from the other qualitative approaches is the 
quantification of qualitative data (Struwig & Stead, 2013:12; Yin, 2011:292; Crowther 
& Lancaster, 2008:183; Denscombe, 2007:291; Schram & Steen, 2001:47). 
According to Babbie (2013:414), the quantification of qualitative data is “the process 
of converting data to a numerical format”, which can be done by determining the 
frequency of a specific word, event or action (Crowther & Lancaster, 2008:183). 
Quantifying qualitative data is referred to as quantitative content analysis (Sappleton, 
2013:232; Hsieh & Shannon, 2005:1278). Quantitative content analysis will be 
discussed in more detail as a quantitative research method in Section 4.4.1. 
Discourse analysis can be defined as studying an individual’s way of talking or 
behaving (Struwig & Stead, 2007:14). Sappleton (2013:217) asserts that discourse 
analysis tries to find patterns in language by looking at how individuals use it and by 
considering the linguistic qualities that are present. “Both discourse analysis and 
ethnography are closely related to linguistics and both these methods try to discover 
patterns of communication that have functional relevance for people” (Struwig & 
Stead, 2007:14). 
 
It is believed by both ethnoscientists and structural ethnographers that language is 
the main method used for passing cultural beliefs on to succeeding generations 
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(Tesch, 2013:81; Struwig & Stead, 2007:15). The purpose of ethnoscience is to 
develop a detailed data base that individuals can use to find information on the 
inhabitants of a specific culture. On the contrary, the purpose of structural 
ethnography is merely to obtain an oral explanation of the culture studied (Tesch, 
2013:81).  
 
According to Rogers (1983:83), “symbolic interactionism and ethnomethodology both 
focus on the subjective bases of social life”. The symbolic interaction approach 
studies the formation of subjective and individual meanings (Flick, 2014) on the basis 
that individuals are continuously interpreting and defining the things they face as they 
progress from one situation to another in their social lives (Struwig & Stead, 
2007:15). The ethnomethodology approach is used to study the common sense of 
individuals to determine how it was formed, as well as how individuals practise the 
implied rules of the society in which they live (Flick, 2014; Struwig & Stead, 2007:15).  
 
According to Struwig and Stead (2007:15), the purpose of grounded theory is to draft 
theory by creating concepts in accordance with data that has been gathered, 
therefore, the theory becomes grounded in the data of the study. Crowther and 
Lancaster (2008:184) state that grounded theory involves the process of identifying 
the themes, patterns and categories that stand out in the data itself. Grove et al. 
(2013:27) contend that grounded theory is mainly used when little or no information is 
available about an area under investigation, or if existing information provides an 
unsatisfactory explanation. 
 
Ethnographic content analysis occurs after grounded theory has already taken place, 
as it applies the theory that has already been grounded to documents (Struwig & 
Stead, 2007:15). Dirks (2003:31) is of the opinion that ethnographic content analysis 
is used to discover themes in existing documentation, whereas Bachman and Schutt 
(2014:269) state that ethnographic content analysis explains the social world as seen 
by the participants of a study.  
 
Event structure analysis is an attempt to identify the logical structure behind a series 
of occurring events (Bachman & Schutt, 2014:288; Struwig & Stead, 2007:15; May, 
2003:166). According to Mahoney and Rueschemeyer (2003:366), “event structure 
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analysis provides a formal apparatus for unpacking events and reconstituting their 
constituent parts as a casual interpretation of historical processes”.  
 
Edwards and Skinner (2009:289) assert that phenomenography looks at the 
perceptions individuals have about a certain phenomenon instead of proving that the 
phenomenon exists. Given (2008:611) states that phenomenography is used to study 
the different phenomena experienced by individuals. According to Bruce and Ahmed 
(2014:54), Katsirikou and Skiadas (2012:162) and Struwig and Stead (2007:15), 
phenomenography describes and investigates the qualitatively different ways in 
which individuals experience, conceptualise, observe or comprehend phenomena.  
 
According to Flood, Heath and Lapp (2011:185), the naturalistic, holistic and 
educational approaches are all ethnographic in nature. According to Struwig and 
Stead (2007:15), naturalistic enquiry, holistic ethnography and educational 
ethnography are all inductive qualitative research approaches which make use of 
empirical results to develop theoretical backgrounds (Struwig & Stead, 2007:15). 
Grove et al. (2013:27) agree, stating that these approaches systematically collect, 
describe and analyse data in order to develop a theoretical understanding.  
 
According to Struwig and Stead (2007:15), action research is also referred to as 
outcome-orientated research. According to Hatch (2002:31), “as its name implies, 
action research is concerned with activity and change”. Collis and Hussey (2009:81) 
and Given (2008:4) are of the opinion that action research is the process of 
monitoring change in a controlled environment in order to find a solution to a 
phenomenon.  
 
According to Collis and Hussey (2009:57) and Struwig and Stead (2007:16), the 
purpose of phenomenology is to identify common themes that will demonstrate the 
different meanings assigned to one phenomenon. Phenomenology tries to 
understand the nature of human phenomena as they instantaneously happen in a 
real-world situation (Yin, 2011:311). Phenomenology also tries to understand how the 
relationship between an individual and another individual, an object or a situation 
affects an individual’s behaviour (Struwig & Stead, 2013:14; Zikmund et al., 
2010:136).  
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Tesch (2013:93) notes that the hermeneutics, case studies and life histories 
approaches are normally discussed together as all three approaches are concerned 
with interpretation. Tesch (2013:93) and Struwig and Stead (2007:16) observe that 
these approaches only make use of one piece of data during analyses, rather than 
investigating patterns or numerous pieces of data that share some similarities. 
Hermeneutics interprets meanings from text (Struwig & Stead, 2007:16), case 
studies are written texts telling the story of a case and life histories are also written 
texts (Tesch, 2013:93). According to Hays and Singh (2012:56), “with hermeneutics, 
the assumption is that texts are recorded expressions of human experience”. The 
case study approach is used to explain a specific phenomenon by analysing 
historical data (Zikmund et al., 2010:140), enabling the researcher to gain deeper 
knowledge of the phenomenon at research (Collis & Hussey, 2009:82). According to 
Hays and Singh (2012:55), life histories describe an individual’s life in a social 
context by looking at the personal meanings that the individual associates with social 
experiences. The term life history is often used interchangeably with the terms 
biography, autobiography and oral history (Hays & Singh, 2012:55). The research 
methods associated with the qualitative approaches discussed above, will be 
discussed in Section 4.4.2.  
 
4.4 RESEARCH METHODS 
 
Research methods are described as a means of collecting and analysing the data for 
a study (Clifford, 2013:198; Connaway & Powell, 2010:296; Collis & Hussey, 
2009:67). This section will describe the various quantitative and qualitative methods 
available to collect and analyse data. 
 
4.4.1 QUANTITATIVE RESEARCH METHODS 
 
Surveys, observations and interviews have been identified as the main methods used 
to collect quantitative data (Struwig & Stead, 2013:89; Farquhar, 2012:68; Hair, Celsi, 
Money, Samouel & Page, 2011:186; Collis & Hussey, 2009:191; Gorard & Taylor, 
2004:133). A survey is a systematic and standardised method that is used to obtain 
the required information from respondents (Michie, 2013:1366; Leonard, 1998:79) 
and is known as the quantitative method most frequently used to explain a 
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phenomenon (Bowling & Ebrahim, 2005:190). According to Farquhar (2012:69), 
surveys can be performed in person, telephonically or by means of electronic mail, 
where individuals are instructed to respond to a set of structured statements. Surveys 
provide a researcher with a quick, inexpensive, efficient and accurate means of 
assessing information about a population (Zikmund et al., 2013:186). 
 
According to Hair et al. (2011:187), the observation method scientifically records 
observations of individuals, events or things by means of a human, electronic or 
mechanical observation. These observations can then either result in numerical or 
narrative data (Hair et al., 2011:187; Kassing, Feld & Brito, 2013:45). During visible 
observations, the observed knows that the observer is there, whereas with hidden 
observations, the observed does not know that the observer is there (Zikmund et al., 
2010:240).  
 
Interviews can either be structured, semi-structured or unstructured (Lodico et al., 
2010:54; Hersen, 2006:210; Craig, 2005:38; Baxter & Babbie, 2003:329). During 
structured interviews all the interviewees are asked the same predetermined 
questions without any variation (Lodico et al., 2010:54; Baxter & Babbie, 2003:329). 
An interview is referred to as semi-structured when the interviewer is allowed to 
change the sequence of the questions, leave out some questions or rephrase a 
question (Lodico et al., 2010:54); the predetermined questions act as guidelines 
rather than instructions (Craig, 2005:38). Unstructured interviews are more like an 
informal conversation than a formal interview where the direction of the interview is 
determined by the interviewee’s response to the first question of the interviewer 
(Lodico et al., 2010:54).  
 
According to Weinberg and Abramowitz (2008:2), Broyles (2006:5), Asadoorian and 
Kantarelis (2005:2) as well as Sheskin (2004:1), descriptive and inferential statistics 
are the two main branches of statistics used for analysing quantitative data. 
Descriptive statistics are used to explain and summarise the main characteristics of 
the data (Mendenhall, Beaver & Beaver, 2013:4; Asadoorian & Kantarelis, 2005:2; 
Sheskin, 2004:1). According to Koch (2014:4) and Black (2012:6), descriptive 
statistics analyse the data from a sample to gain knowledge of that same sample. 
Inferential statistics are used to make assumptions about a population’s 
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characteristics after making conclusions about the data obtained from a sample of 
that population (Koch, 2014:4; Mendenhall et al., 2013:4; Black, 2012:6; Asadoorian 
& Kantarelis, 2005:2).  
 
In addition to the statistical methods for analysing quantitative data described above, 
it is important to note that qualitative data is sometimes also quantified into numerical 
data (Weathington, Cunningham & Pittenger, 2012:406). This process is referred to 
as quantitative manipulation.  It is normally applied when a researcher has to work 
with large quantities of qualitative data (Collis & Hussey, 2009:165). Weathington et 
al. (2012:406) identify this method of data analysis as quantitative content analysis. 
Quantitative content analysis studies the recurring behaviours in data and then 
applies codes to them to establish the frequency of those recurring behaviours 
(Hsieh & Shannon, 2005:1283). According to West (2001:67), “content analysis is a 
multistep process that requires developing categories for coding thematic content, 
training coders, coding the material of interest and statistically analysing the resultant 
data”. Content analysis enables the researcher to identify the main points within 
qualitative data (Weathington et al., 2012:406). Thus, consistency is extremely 
important in content analysis, especially when there is more than one coder working 
on one study. All the coders should provide the same results throughout the study, 
whether it is the first time the coding procedure takes place or whether it is the 
reapplication of the coding procedure (West, 2001:67). According to Collis and 
Hussey (2009:164-165), content analysis is a formal method for quantifying data, 
whereas researchers can also make use of an informal method. This informal 
method merely involves the researcher physically counting the frequency of the 
recurring behaviours.  
 
The main steps in content analysis (Sappleton, 2013:232) are: 
 
 Choosing the unit of analysis; 
 Deciding on the procedure that will be used to segment the data; 
 Testing the reliability of the chosen segmentation procedure; 
 Drafting the coding categories and the rules thereof; and 
 Testing the reliability of the chosen coding categories. 
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Despite the fact that content analysis was identified as a qualitative research 
approach in Section 4.3.2, for the purpose of this study, quantitative content analysis 
will be adopted as the method for data analysis. Quantitative content analysis is 
different from other content analysis methods in that it counts the frequencies of 
recurring concepts, whereas methods like thematic and qualitative analysis group 
similar concepts together but do not count the frequencies (Pope et al., 2007:48). 
The three most commonly used types of content analyses are the conventional, 
directed and summative types (Al-Hatmi, 2014:66; Caulfield & Hill, 2014:199; Bray, 
Mazawi & Sultana, 2013:169; Guest, Namey & Mitchell, 2013:254). Table 4.4 
provides a short comparative summary of the three main types of content analysis. 
 
Table 4.4:  A comparative summary of the three main types of content 
analysis 
 
Types Purpose Description Procedure 
Conventional 
To describe a 
phenomenon 
Appropriate when 
existing theory or 
literature about the 
phenomenon is 
limited 
Uses a deductive 
approach to analyse 
Directed 
Validate or extend 
an existing 
conceptual/theoretic
al framework 
Appropriate when 
existing theory is 
incomplete or would 
benefit from 
additional enquiry 
Predetermined 
codes, based on 
existing theory 
Summative 
Understanding the 
contextual use of the 
words used by 
participants 
Interpreting content 
with the aim of 
discovering 
underlying meanings 
Quantifying certain 
words/phrases  
 
(Source: Caulfield & Hill, 2014:199; Bray et al., 2013:169-170; Goliath, 2013:80; Ashwin, 
2011:280; Goodman, 2011:23-24; Rimondini, 2011:236; Mills, Eurepos & Wiebe, 
2010:795; Weiler, 2007:52-53; Hsieh & Shannon, 2005:1279-1285) 
 
According to Bray et al. (2013:169), researchers distinguish between the 
aforementioned types of content analysis by referring to the coding schemes they 
use. Conventional content analysis derives codes directly from text, directed content 
analysis derives codes from existing research, whereas summative content analysis 
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develops its own codes by assigning numerical values to words/phrases (Bray et al., 
2013:169).  
 
Based on these descriptions and the information in Table 4.4, summative content 
analysis, more specifically, summative manifest content analysis has been adopted 
in this study. Manifest content analysis focuses on the actual things one can observe 
by just looking at the data, such as the frequencies of the words/phrases recalled 
(Lennon & Corbett, 2003:269). Manifest content analysis is of a quantitative nature 
when its sole purpose is to identify the repetitive use of specific words/phrases 
(Hsieh & Shannon, 2005:1283).  
 
Content analyses can either be deductive or inductive. Content analysis is deductive 
in nature when a researcher’s structure of analysis is formed based on existing 
knowledge, and is inductive in nature when the phenomenon has not been 
researched before or inadequate information thereof exists (Elo & Kyngäs, 
2008:109). This study uses inductive content analysis because the aim of the study is 
to determine what ‘success’ means to small family business owners, as there is a 
lack of consensus on how success is defined in the field.  
 
4.4.2 QUALITATIVE RESEARCH METHODS 
 
Numerous methods exist to collect qualitative data, some of which have already been 
discussed as approaches to qualitative research. In order to avoid the overlapping of 
information and for the sake of brevity, Table 4.5 provides a summary of the most 
commonly used qualitative research methods (Zikmund et al., 2013:141). 
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Table 4.5:  Commonly used qualitative research methods 
 
Research 
method(s) 
Description 
Research 
approach(es) 
Key advantages 
Key 
disadvantages 
Focus group 
interviews 
Small group 
discussions 
led by a 
trained 
moderator 
 Ethnography 
 Case studies 
 Can be quickly 
done 
 Gain multiple 
perspectives 
 Flexibility 
 Results 
dependent on 
moderator 
 Results do not 
generalise to 
larger population 
 Expensive 
Depth 
interviews 
One-on-one 
probing 
interview 
between a 
trained 
researcher and 
a participant 
 Ethnography 
 Grounded 
theory 
 Case studies 
 Gain 
considerable 
insight from 
each individual 
 Good for 
understanding 
unusual 
behaviours 
 Result 
dependent on 
researcher's 
interpretation 
 Results not 
meant to 
generalise 
 Very expensive 
Conver-
sations 
Unstructured 
dialogue 
recorded by a 
researcher  
 Phenomen-
ology 
 Grounded 
theory 
 Gain unique 
insights from 
enthusiasts 
 Can cover 
sensitive topics 
 Less expensive 
than depth 
interviews or 
focus groups 
 Easy to get off 
course 
 Interpretations 
are very 
researcher-
dependent 
Semi-
structured 
interviews 
Open-ended 
questions, 
often in writing, 
that ask for 
short essay-
type answers 
from 
participants 
 Grounded 
theory 
 Ethnography 
 Can address 
more specific 
issues 
 Results can be 
easily 
interpreted 
 Cost 
advantages over 
focus groups 
and depth 
interviews 
 Lack the 
flexibility that is 
likely to produce 
truly creative or 
novel 
explanations 
Word 
association/ 
sentence 
completion 
Records the 
first thoughts 
that come to a 
consumer in 
response to 
some stimulus 
 Grounded 
theory 
 Case studies 
 Projective 
techniques 
 Content 
analysis 
 Economical 
 Can be done 
quickly 
 Projective in 
nature (allows to 
get at sensitive 
issues) 
 Lack the 
flexibility that is 
likely to produce 
truly creative or 
novel 
explanations 
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Table 4.5:  Commonly used qualitative research methods (continued)  
 
Observation 
Recorded 
notes 
describing 
observed 
events 
 Ethnography 
 Grounded 
theory 
 Case studies 
 Can be un-
obstructive 
 Can yield actual 
behaviour 
patterns 
 Can be very 
expensive with 
participant-
observer series 
Collages 
Respondents 
assembles 
pictures that 
represent their 
thoughts/ 
feelings 
 Phenomen-
ology 
 Grounded 
theory 
 Flexible enough 
to allow novel 
insights 
 Highly dependent 
on the 
researcher's 
interpretation of 
the collage 
Thematic 
apperception/ 
cartoon tests 
Researcher 
provides an 
ambiguous 
picture and 
respondent 
tells about the 
story 
 Phenomen-
ology 
 Grounded 
theory 
 Projective 
techniques 
 Projective in 
nature (allows to 
get at sensitive 
issues) 
 Flexible 
 Highly dependent 
on the 
researcher's 
interpretation  
 
(Source: Adapted from Zikmund et al., 2013:141) 
 
Given the purpose and objective of this study, a method of a projective nature is 
considered most appropriate. In comparison to research done by means of surveys 
and focus groups, methods of a projective nature take on the form of indirect 
questioning (Belk, 2006:145; Hair et al., 2003:59). Projective techniques result in a 
better manifestation of how a stimulus is understood by a participant (Belk, 
2006:145). Instead of directly asking participants about a stimulus, questions are 
framed which unlock hidden or suppressed meanings that the participant might be 
unwilling to share (Belk, 2006:145). Cooper and Schindler (2006:205) concur that if 
participants are disinclined to share their feelings regarding a certain topic, the 
researcher applies a projective technique to uncover the hidden meanings which the 
topic holds for a participants. 
 
As seen in Table 4.5, sentence completion, thematic apperception tests, cartoon 
tests and word association tests are all methods that are projective in nature. 
Sentence completion is the process of providing a participant with an incomplete 
sentence and asking him or her to complete the sentence with the first thing that 
comes to mind (Clow & James, 2014:111). During a thematic apperception test, a 
participant will be asked to tell a story about the scene he or she observed after 
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being exposed to a range of different pictures. This story must explain what created 
the specific scene, what is currently happening and what could possibly happen in 
the future (Frick, Barry & Kamphaus, 2010: 236; McKenna, 2000:36). According to 
Clow and James (2014:112), a cartoon test and sentence completion follows the 
same principle. During a cartoon test a participant will be exposed to a cartoon strip, 
normally consisting of one or two characters. The purpose of this technique is to 
leave an empty dialogue balloon for the participant to complete by filling in his or her 
feelings (Clow & James, 2014:112; Beri, 2013:241; Malhotra, Hall, Shaw & 
Oppenheim, 2008:141).   
 
According to Koll, von Wallpach and Von Kreuzer (2010:588), a word association test 
is a projective technique where participants are obliged to write down the single 
words or short phases that come to mind after being exposed to a stimulus word or 
picture. Kostova and Radoynovska (2008:211) note that word association tests are 
also referred to as associative experiments. Spiteri (2004) agrees, stating that during 
a word association test the participants will be given a stimulus and will then be 
asked to write down all the single words or short phrases they thought of in relation to 
the stimulus word. According to Kostova and Radoynovska (2008:211), a word 
association test “provides the possibilities to compare the first and the last words of 
associations, repetition of words and pathways of associations”. The current study 
has adopted the word association test which is projective in nature. Table 4.6 as well 
as the paragraphs that follow, will look at the various types of word association tests 
available to researchers.  
 
Table 4.6:  Types of word association tests 
 
Type of test Description References 
Discrete 
Participants are required to state the first 
word that comes to mind after being 
exposed to a stimulus word. 
Goliath, 2013:84; De Groot, 
2011:92; Kostova & 
Radoynovska, 2008:211; 
Sharifian, 2001:4 
Continued 
Participants will be presented with a 
stimulus word several times at different 
intervals, where they will be requested to 
provide a different response every time. 
Goliath, 2013:84; De Groot, 
2011:92; Kostova & 
Radoynovska, 2008:211; 
Sharifian, 2001:4 
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Table 4.6:  Types of word association tests (continued) 
 
Successive 
This type of test is a modified version of 
the continued test. The only difference is 
that the participants are presented with a 
list of stimulus words instead of just one 
stimulus word. 
Goliath, 2013:84; Kostova & 
Radoynovska, 2008:211; 
Sharifian, 2001:4 
Continuous 
After the participants are presented with 
a stimulus word they have to give as 
many words as possible with in a 
predetermined timeframe. 
Xinyue & Nannan, 2014:144; 
Goliath, 2013:84; Timur, 
2012:3041; Kostova & 
Radoynovska, 2008:211; 
Sharifian, 2001:4 
Discontinuous 
The participants are merely expected to 
have common responses to a word 
stimulus. 
Kennedy, 2012:7; Timur, 
2012:3041 
Controlled or                                                                      
bound 
The same process is followed as with a 
multiple-choice test. Thus, the responses 
must be selected from the specific 
categories, word classes or concepts to 
which the participants are restricted. 
Xinyue & Nannan, 2014:144; 
Goliath, 2013:84; Timur, 
2012:3040; Kostova & 
Radoynovska, 2008:211; 
Sharifian, 2001:4 
Free 
association 
Participants may associate words freely 
with the given stimulus term, as there are 
no restrictions with regards to the 
category, word class or concept. 
Xinyue & Nannan, 2014:144; 
Goliath, 2013:84; Kurt, Ekici, 
Aksu & Aktas, 2013:575; 
Timur, 2012:3040-3041; 
Kostova & Radoynovska, 
2008:211; Sharifian, 2001:4 
 
(Source: Researcher’s own construction) 
 
The free word association test is adopted in this study. As described in Table 4.6, the 
free word association test involves participants freely associating words with a 
stimulus word, as there are no restrictions with regard to the category, word class or 
concept when choosing a response. Free word associations also allow a more 
realistic response from participants as they are not expected to provide responses 
within specific constraints (Prayag, 2010:473). Because a free word association test 
has no restrictions, the possibility of obtaining new and unknown information also 
exists (Guerrero, Claret, Verbeke, Enderli, Zakowska-Biemans, Vanhonacker, 
Issanchou, Sajdakowska, Granli, Scalvedi, Contel & Hersleth, 2010:231). According 
to Zikmund and Babin (2013:114) and Zikmund et al. (2013:151), a free word 
association test records a participant’s first cognitive responses, also referred to as 
the top-of-mind responses. This approach allows the researcher to find out what is on 
the participant’s mind regarding the stimulus word, instead of merely focusing on the 
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existing meaning thereof. According to Kostova and Radoynovska (2008:211), “this is 
a reliable technique used as a procedure for measuring number, direction and 
strengths of connections”.  
 
As previously mentioned, this study makes use of the free word association test to 
gather data and a summative manifest content analysis to analyse the data. The 
paragraphs to follow will elaborate on the data collection and analyses techniques 
used in this study.  
 
4.5 DATA COLLECTION 
 
According to Behera (2012:21), data collection involves gathering and measuring 
information on a phenomenon in order to answer research questions, test 
hypotheses and evaluate results. Letele-Matabooe (2012:126) and Struwig and 
Stead (2001:80) assert that data collection involves researchers finding subjects and 
gathering information from them to enable researchers to answer their research 
questions. According to Lancaster (2005:80) and Lillah (2011:97), data is collected 
and analysed in order to gain a better understanding on the area of research. A 
better understanding will then assist a researcher to solve problems, explore a 
phenomenon and make recommendations in terms of that specific area. Secondary, 
primary and commercial research have been identified as the three sources of data 
for business-related research (Lillah, 2011:97; Struwig & Stead, 2001:40). This study 
does not use commercial research, thus the paragraphs to follow will elaborate on 
secondary and primary research.  
 
4.5.1 SECONDARY RESEARCH (LITERATURE REVIEW) 
 
According to Collins (2010a:120), secondary research involves working with data that 
has already been collected for another purpose as primary research. Rothman, 
Greenland and Lash (2008:481) concur that secondary research is “data generated 
for a purpose different from the research activity for which they are used”. Thus 
secondary research is the process of summarising, collating or synthesising data that 
already exists in order to answer research questions (Jugenheimer, Bradley, Kelley & 
Hudson, 2010:29). Even though secondary research is essentially cheaper than 
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primary research, secondary research still needs to be processed (Collins, 
2010a:120). 
 
In this study the secondary research involved a comprehensive literature review 
which was undertaken in Chapters 2 and 3. Chapter 2 provided an overview of SMEs 
and family businesses. SMEs were defined at the beginning of the chapter and their 
importance and challenges were highlighted. Thereafter, family businesses were 
contextualised by defining the concepts of family and family business. The three-
circle model of family businesses was discussed and a comparison between family 
and non-family businesses was made. The chapter concluded by looking at both the 
importance of and challenges facing family businesses. Chapter 3 provided an 
overview of the nature of success. The chapter commenced by defining success and 
looking at the meaning attached to success under different circumstances. 
Thereafter, the indicators of success were identified and discussed. Specific attention 
was given to the achievement of goals as a common indicator of success. The 
definition and importance of goals, the difference between financial and non-financial 
goals, and family business goals in particular were then elaborated on. A discussion 
of the requirements of success in general as well as for a family business then 
followed. The chapter concluded by discussing the influence of gender and age on 
perceptions of success. 
 
Both international and national data sources available through the Nelson Mandela 
Metropolitan University library were consulted to identify books and journals from 
reputable authors. In addition, reliable internet sources identified through Google and 
Google Scholar search engines were accessed to ensure diversity in the secondary 
research.  
 
4.5.2 PRIMARY RESEARCH (EMPIRICAL INVESTIGATION) 
 
The main difference between secondary and primary research is that secondary 
research analyses existing data whereas primary research involves collecting new 
data (Jugenheimer et al., 2010:29). According to Lillah (2011:98), Nargundkar 
(2008:13), Gratton and Jones (2004:8), as well as Zikmund (2003:63), primary 
research is the process of gathering and analysing new data specifically for the topic 
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at hand. Jugenheimer et al. (2010:29) indicate that primary research involves 
gathering data that does not yet exist. According to Cooper and Schindler 
(2006:166), primary research is the most reliable source of data as it has not yet 
been analysed and interpreted by others. The paragraphs to follow will elaborate on 
the population, the sample and sampling technique as well as data collection 
technique and research instrument as used this study. 
 
4.5.2.1 Population 
 
According to Davies (2007:55), Hair et al. (2003:209) and Hussey and Hussey 
(1997:55), a population is a complete group of subjects pertinent to the research 
study at hand. Sekaran and Bougie (2010:262) also define a population as a 
complete group of people, events, or things of interest relevant to a research 
purpose, for which the researcher wants to make inferences. For the purpose of this 
study, the population consists of all the SME owners in the Eastern Cape.  
 
4.5.2.2 Sample 
 
According to Bryman (2012:187), Jackson (2011b:100), Kumar (2010:164) and 
Bryman and Bell (2007:732), a sample is the subset of a population that is selected 
to be researched, as well as to signify the population as a whole. In other words, a 
sample is “the small group selected from a bigger group with the purpose of 
representing the foundation for predicting or estimating the prevalence regarding an 
unknown piece of information, situation or outcome regarding the bigger group” 
(Kumar, 2010:164). The techniques available to select a sample will be discussed in 
the subsection to follow. 
 
a) Sampling techniques 
 
According to Struwig and Stead (2013:114) and Zikmund et al. (2013:386), when 
investigating a sample from the targeted population, if selected properly, it will 
provide more accurate results than when working with the entire population. The 
sample can be selected by using either probability or non-probability sampling 
techniques (Bryman, 2012:187; Jackson, 2011b:100). 
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Probability sampling occurs when a researcher uses random sampling to select a 
sample and each individual has a known probability of being chosen to be part of the 
sample (Struwig & Stead, 2013:118; Bryman, 2012:187). When using the probability 
sampling technique there is a good chance that a representative sample will be 
produced as sampling errors are minimal (Bryman, 2012:187). Probability sampling 
techniques include simple random sampling, systematic sampling, stratified random 
sampling and cluster sampling (Struwig & Stead, 2013:118; Gratton & Jones, 
2010:111; Panneerselvam, 2004:192). 
 
Simple random sampling is the most basic form of probability sampling (Zikmund et 
al., 2013:396; Bryman, 2012:190) and is the best method to obtain a representative 
sample in order to generalise a study’s conclusions to the population as a whole 
(Gratton & Jones, 2010:111). However, Hair et al. (2003:212) explain that the 
process involves obtaining a complete list of names of the individuals comprising the 
targeted population. Thereafter, tables with random numbers and statistical software 
are used to select the names from the list to form the sample. The systematic 
sampling method differs from the simple random sampling method in that the sample 
is chosen directly from the targeted population list without using tables with random 
numbers (Bryman, 2012:191). Panneerselvam (2004:194) further explains that the 
first unit of the sample is selected from the targeted population list based on 
randomisation, whereas the remainder of the sample is selected from the population 
at fixed intervals. Stratified sampling is an extension of simple random sampling and 
systematic sampling (Panneerselvam, 2004:195; Hair et al., 2003:214). This method 
considers the different subgroups of participants in the population and then randomly 
selects a predetermined number of participants from each subgroup to ensure 
diversity (Jackson, 2011b:101; Gratton & Jones, 2010:112; Hair et al., 2003:214). 
Struwig and Stead (2013:123) asserts that the subgroups are determined by looking 
at different demographic factors. When a population is too big to use one of the 
random sampling methods, researchers often resort to cluster sampling (Jackson, 
2011b:101). Gratton and Jones (2010:112), Collis and Hussey (2009:212), as well as 
Panneerselvam (2004:199) advise that cluster sampling occurs when selecting 
participants individually becomes impractical. Thus, the targeted population is divided 
into groups and then an entire group is randomly selected.  
 
99 
 
Non-probability sampling refers to a sample that is not chosen based on a random 
selection method. Thus, some individuals in population are more likely to be chosen 
to participate in the study than others (Bryman, 2012:187; Bryman & Bell, 2011:176; 
Jackson, 2011b:101). According to Bryman and Bell (2011:176), Panneerselvam 
(2004:192), as well as Hair et al. (2003:216), the selection of the non-probability 
sample units are biased, subjective, convenient and judged by an expert. Bryman 
and Bell (2011:176) and Hair et al. (2003:216) state that the likelihood varies that an 
individual in a population will be chosen, and is therefore unknown, whereas 
Panneerselvam (2004:192) states that the likelihood that certain individuals in the 
population will be chosen has a zero probability. According to Cohen et al. 
(2007:113) the purpose of non-probability sampling is to represent itself or instances 
of itself in a similar population, instead of attempting to represent the whole 
undifferentiated population. Non-probability sampling techniques include 
convenience sampling, judgemental/purposive sampling, quota sampling and 
snowball sampling (Struwig & Stead, 2013:118; Bryman & Bell, 2011:176; Gratton & 
Jones, 2010:113; Panneerselvam, 2004:200). 
 
Convenience sampling involves selecting individuals who are conveniently available 
to the researcher by virtue of their accessibility (Zikmund, et al., 2013:329; Bryman, 
2012:201; Jackson, 2011b:102). This definition can be expanded by defining 
convenience sampling as selecting individuals to participate in a study by considering 
their availability, cooperation and similarity in terms of certain attributes (Struwig & 
Stead, 2013:116; Zikmund et al., 2010:396). According to Zikmund et al. (2013:329), 
convenience sampling is often used when the researcher wants an approximation of 
the truth and requires a large number of responses. Judgemental sampling can also 
be referred to as purposive sampling (Zikmund et al., 2013:393; Panneerselvam, 
2004:201) and is another form of convenience sampling (Hair et al., 2003:217). 
According to Collis and Hussey (2009:213), the difference between judgemental 
sampling and convenience sampling is that individuals are chosen based on certain 
criteria and not availability. With this sampling method, individuals are chosen based 
on the judgement of an expert in the field to ensure the best sample is selected to 
provide the relevant information required for the study (Struwig & Stead, 2013:121; 
Panneerselvam, 2004:201). Quota sampling occurs when participants are chosen 
with the purpose of replicating the population in relative proportions (Bryman, 
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2012:203; Panneerselvam, 2004:201; Hair et al., 2003:218). This is done by 
specifying the characteristics that the participants must have to be eligible to 
participate in the study (Kumar, 2010:178; Hair et al., 2003:218), such as the age, 
race or gender of the participants (Kumar, 2010:178). Snowball sampling is also 
considered to be ‘networking’ (Collis & Hussey, 2009:212) as it involves the 
researcher meeting with a small group of participants who are eligible to participate in 
the study and then getting them to refer other potentially eligible participants 
(Bryman, 2012:202; Cohen et al., 2007:116). Snowball sampling is considered to be 
a multi-stage method because an initial group of sampling units are randomly 
selected. Thereafter, more sampling units will be selected based on a 
recommendation process (Panneerselvam, 2004:201).  
 
Researchers use non-probability sampling methods such as convenience sampling 
when they are merely concerned with an estimate of the truth (Zikmund et al., 
2013:392). Despite the fact that probability sampling provides more accurate results, 
there exist numerous practical difficulties in the execution thereof (Bryman, 2012:202; 
Panneerselvam, 2004:200). In order to avoid these difficulties, researchers will rather 
resort to convenience sampling (Panneerselvam, 2004:200). Not only is convenience 
sampling an easier technique to use, it is also less expensive and provides adequate 
participants for researchers who are not inclined to generalise findings further than 
the sample under investigation (Jackson 2011b:101; Cohen, et al., 2007:113). For 
the purpose of this study, the convenience sampling method will be adopted to 
identify the sampling units. Two sampling units will participate in this study, namely 
small family business owners and small non-family business owners operating their 
businesses within the boundaries of the Eastern Cape Province. 
 
b) Data collection techniques 
 
A free word association test was conducted among the two sample groups in this 
study to collect the required primary data. These tests were administered by 
fieldworkers from Nelson Mandela Metropolitan University. During the free word 
association test, participants were requested to write down the single words or short 
phrases that came to mind when they were presented with a specific term or phrase, 
which is referred to as the stimulus word or phrase. Small family business owners 
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were presented with the phrase ‘successful family business’ and small non-family 
business owners were presented with the phrase ‘successful small business’. 
Participants were requested to write down as many words or short phrases that came 
to mind as possible, when presented with the stimulus phrase. Participants were also 
requested to provide demographic information regarding their, gender, age, ethnicity 
and tertiary qualifications as well as the length of time they had owned the business 
or the business had been in the possession of the family or owner.  
 
c) Research instrument 
 
Participants were provided with a response sheet on which they could provide all the 
necessary demographic information as well as their responses to the free word 
association test (see Annexure A). The response sheet made provision for the 
participants to provide this information. These sheets were then used to assign codes 
to the words or phrases that the participants recalled. Thereafter, the primary data 
collected was categorised according to the coding framework.  
 
4.5.3 VALIDITY AND RELIABILITY 
 
Validity and reliability are essential properties for any measuring instrument 
(Vogelsang & Pavletic, 2009:148), as they determine the degree to which a 
researcher is able to gain knowledge about the phenomenon of a study and draw 
meaningful conclusions from the data (Leedy & Ormod, 2005:31). According to 
Bryman and Bell (2011:395), reliability and validity are also used to determine the 
rigour and trustworthiness of a qualitative study. Without trustworthiness and rigour, a 
study is meaningless (Yin, 2011:78; Morse, Barret, Mayan, Olson & Spiers, 2002:15).  
 
According to Cooper (2013:151), rigour is defined as “academic integrity, involving 
trustworthiness, responsibility and honesty, as well as including dimensions of self-
reflection”. Trustworthiness in research refers the degree to which the researcher’s 
work can be believed to be true (Morse et al., 2002:15). Although some authors 
believe that reliability and validity are measures of rigour and trustworthiness 
(Bryman & Bell, 2011:395), Struwig and Stead (2013:136) are of the opinion that no 
definite measure of these qualities exist. Nonetheless, Struwig and Stead (2013:136) 
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mention that triangulation can be implemented into a study to help increase the 
degree of rigour and trustworthiness.  
 
4.5.3.1 Validity 
 
The validity of a measure can be defined as the degree to which a test measures 
what it is designed to measure (Aamodt, 2013:210; Morgan et al., 2008:129; 
Donoghue, 2000:50). Morgan et al. (2008:130) point out that validity can be 
assessed both internally and externally, where internal validity is the strength and 
soundness of a measure and external validity is the extent to which the results can 
be generalised to the population. However, in a qualitative study, researchers refer to 
internal validity as credibility and to external validity as transferability (Shenton, 
2004:64). Sun (2009:96) notes that the validity of a content analysis is assessed by 
determining if the conclusions correspond with the categories of the data (internal 
validity) and if the results can be generalised to the theory (external validity), whereas 
Donoghue (2000:50) concludes that the validity of a projective technique is assessed 
by determining whether the data was interpreted the way it was understood or meant 
by the participant.  
 
According to Yin (2011:79), seven strategies to prevent threats to validity in a 
qualitative study exist. These seven strategies are summarised in Table 4.7.  
 
Table 4.7:  Seven strategies to prevent threats to validity in qualitative studies 
 
Strategy Description  
Intensive long-term field 
involvement 
To produce a complete and in-depth understanding of 
field situations, including the opportunity to make 
repeated observations and interviews. 
Rich data 
To fully cover the field observations and interviews 
with detailed and varied data. 
Respondent validation 
To obtain feedback from the people studied, to lessen 
the misinterpretation of their self-reported behaviours 
and views. 
Search for discrepant evidence 
and negative cases 
To test rival or competing explanations. 
Triangulation To collect converging evidence from different sources. 
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Table 4.7:  Seven strategies to prevent threats to validity in qualitative studies 
(continued) 
 
Quasi-statistics 
To use actual numbers instead of adjectives, such as 
when claiming something is ‘typical’, ‘rare’ or 
‘prevalent’. 
Comparison 
To compare explicitly the results across different 
settings, groups or events. 
 
(Source: Yin, 2011:79) 
 
For the purpose of this study, triangulation will be used as a strategy to prevent 
threats to the study’s validity. Triangulation can be defined as the process of using 
more than one method to undergo a research study (Gerrish & Lacey, 2010:334; 
Flick, 2007:41; Jamison, 2006:2). Bryman and Bell (2011:399), Collis and Hussey 
(2009:85), as well as Macnee and McCabe (2008:172) expand on this definition by 
stating that triangulation is the process of using different sources of data, different 
research methods and different researchers in one study to produce unbiased, valid 
and reliable results. Theoretical triangulation, data triangulation, investigator 
triangulation and methodological triangulation have been identified as the four most 
commonly used methods of triangulation amongst researchers (Gerrish & Lacey, 
2010:334; Collis & Hussey, 2009:85; Flick, 2007:42-44; Jamison, 2006:2; Wellington, 
2000:24). 
 
Theoretical triangulation involves comparing different theoretical perspectives from 
different disciplines (Gerrish & Lacey, 2010:334; Collis & Hussey, 2009:85; Flick, 
2007:43; Jamison, 2006:2; Wellington, 2000:24). In the present study, theoretical 
triangulation was applied by comparing and combining the literature on SMEs, family 
businesses and success.  
 
Data triangulation involves comparing data at different times or settings, from 
different sources to validate the data (Gerrish & Lacey, 2010:334; Collis & Hussey, 
2009:85; Flick, 2007:42; Jamison, 2006:2; Wellington, 2000:24). Data triangulation 
was applied in this study by collecting and comparing data from different sources in 
different settings, namely from small family business owners and small non-family 
business owners.   
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Investigator triangulation involves different researchers gathering and comparing 
results of the same phenomenon (Gerrish & Lacey, 2010:334; Collis & Hussey, 
2009:85; Flick, 2007:42). According to Donoghue (2000:50), skilled interpreters are 
required to categorise and interpret the data to ensure that the interpretation thereof 
is valid. Collis and Hussey (2009:85) concur that to ensure the validity of the data 
interpretations, a minimum of two knowledgeable researchers is required to interpret 
the data. In this study, three competent researchers analysed and interpreted the 
data. When major differences occurred between interpretations by the three 
researchers, agreement regarding the word or phrase categorisation was formed 
through a logical debate. Thereafter, the coding framework was adapted to 
incorporate the changes and re-categorisation of words and phrases. However, 
according to Collis and Hussey (2009:85), investigator triangulation does not merely 
increase the validity of a study’s data interpretation but also its reliability. Inter-coder 
reliability was thus also ensured, which will be further discussed in Section 4.5.3.2. 
 
Methodological triangulation involves gathering and analysing data in different ways 
(Gerrish & Lacey, 2010:334; Collis & Hussey, 2009:85; Flick, 2007:44). According to 
Callara (2008:70), using triangulation and mixed research methods increases the 
reliability and validity of a study.  As previously mentioned in this chapter, a mixed 
methods approach has been applied to this study for the collection and analyses of 
the data thus, methodological triangulation has occurred. A word association test, 
which is a qualitative method, was used to gather the data and a quantitative 
manifest content analysis was used to analyse the data collected.  
 
In conclusion, it can be said that the validity of this study was ensured by the 
triangulation of theories, data, methods and investigators.  
 
4.5.3.2 Reliability 
 
The reliability of a study is always determined after its validity is established, since 
valid research findings can automatically be regarded as reliable, but reliable findings 
are not automatically valid (Bayens & Roberson, 2011:85). For a measurement to be 
considered reliable it has to produce the same results every time it is implemented 
(Bayens & Roberson, 2011:85; Collis & Hussey, 2003:64), thus reliability can be 
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defined as the accuracy, consistency and stability of data measurements (Struwig & 
Stead, 2013:138; Bayens & Roberson, 2011:85). When the data interpretations of 
qualitative studies are the same for all the coders, the data is considered reliable. 
This is referred to as inter-coder reliability (Eagleman, 2008:45). Inter-coder reliability 
is also considered the best method to ensure reliability in content analysis 
(Eagleman, 2008:45), as well as in the use of projective techniques (Donoghue, 
2000:50).  
 
According to Zikmund et al. (2013:302), the split-half method, coefficient alpha and 
test-retest method are commonly used to evaluate the reliability of a study. However, 
according to Sin (2010:306) and Shenton (2004:63), these methods cannot always 
be applied to qualitative studies. Thus, Sin (2010:307), Polit and Beck (2008:539) 
and Yang and Miller (2008:145) suggest the following criteria to evaluate the 
reliability of a qualitative study: credibility, transferability, dependability, confirmability 
and authenticity. These criteria will be explained and applied to this study in Table 
4.8. 
 
Table 4.8:  Criteria to ensure the reliability of a study 
 
Criterion Description References Application to this study 
Credibility 
The degree to 
which the 
researcher has 
confidence in 
the accuracy 
of the data as 
well as in its 
interpretations. 
Sin, 2010:307; 
Polit & Beck, 
2008:539; 
Shenton, 
2004:63 
The credibility of this study was 
ensured by having more than one 
researcher coding and interpreting the 
same data. This was achieved 
through investigator triangulation 
which was discussed in Section 
4.5.3.1. 
Transferability 
The generalis-
ability of the 
data of a study 
to another 
situation in a 
related 
context.  
Collis & 
Hussey, 
2014:172; Polit 
& Beck, 
2008:539 
The transferability of this study was 
assessed by having both small family 
business owners and small non-family 
business owners complete the same 
word association test, followed by a 
comparison of the results. 
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Table 4.8:  Criteria to ensure the reliability of a study (continued) 
 
Dependability 
The degree to 
which the 
research 
process of a 
study is 
regarded as 
systematic, 
rigorous and 
well 
documented. 
Collis & 
Hussey, 
2014:172; Polit 
& Beck, 
2008:539 
The dependability of this study was 
ensured by drafting an in-depth and 
well documented methodology 
chapter (Chapter 4) before gathering 
and analysing the results of this study. 
As such the research process was 
well-documented.  
Confirmability 
To confirm that 
the results of a 
study are not 
based on the 
biases, 
motives and 
perspectives 
of a 
researcher. 
Sin, 2010:307; 
Polit & Beck, 
2008:539 
The confirmability of this study was 
ensured by strictly adhering to the 
methodology process outlined in 
Chapter 4. To further ensure the 
confirmability of this study, the 
response sheets were coded and 
interpreted by more than one 
researcher. 
Authenticity 
The degree to 
which a 
researcher can 
study the 
experiences of 
a participant 
and generate 
an accurate 
understanding 
of it. 
Holloway & 
Wheeler, 
2010:304; 
Onwuegbuzie, 
Leech & 
Collins, 
2010a:707; 
Polit & Beck, 
2008:540 
According to Holloway & Wheeler 
(2010:304), Onwuegbuzie et al. 
(2010:707) and O’Loughlin (2001:55), 
to ensure the authenticity of a study 
the following methods can be applied: 
fairness, ontological authenticity, 
educative authenticity, catalytic 
authenticity and tactical authenticity. 
These methods will be explained and 
applied to this study in the paragraphs 
to follow. 
 
(Source: Researcher’s own construction) 
 
As mentioned in Table 4.8 for a study to be regarded as authentic it can apply the 
following methods: fairness, ontological authenticity, educative authenticity, catalytic 
authenticity and tactical authenticity. These methods will be explained and applied to 
this study in Table 4.9.  
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Table 4.9:  Methods to test the authenticity of a study 
 
Method Description References Application to this study 
Fairness 
When the 
researcher 
gains the 
continued 
consent of the 
participants 
throughout the 
whole study.  
Holloway & 
Wheeler, 
2010:304; 
Onwuegbuzie 
et al., 
2010:707; 
O’Loughlin, 
2001:55 
Participants were asked if they are willing 
to participate in this study and were at 
the same time informed that they should 
not feel forced to participate as they had 
the right of refusal at any time during the 
study should feel that they would not like 
to participate or withdraw from the 
process. 
Ontological 
authenticity 
Enabling the 
participants to 
freely convey 
their insights 
regarding the 
topic of 
research. 
Holloway & 
Wheeler, 
2010:304; 
Onwuegbuzie 
et al., 
2010:707; 
O’Loughlin, 
2001:55 
Participants were asked to complete a 
free word association test where they 
could freely associate words/phrases 
with the given stimulus term, as there 
were no restrictions regarding the 
category, word class or concept during 
their associations. This was explained in 
more detail in Section 4.4.2. 
Educative 
authenticity 
The extent to 
which the 
participants are 
familiar, 
although not 
essentially in 
accord, with the 
values of the 
other 
participants. 
Holloway & 
Wheeler, 
2010:304; 
Onwuegbuzie 
et al., 
2010:707; 
O’Loughlin, 
2001:55 
The researcher took the participants' 
demographic information into 
consideration and will explain in Chapter 
5 how selected demographic information 
of participants influenced the meanings 
they associated with the stimulus term. 
Catalytic 
authenticity 
Participants 
must be aware 
of the role they 
play in the 
research being 
undertaken. 
Holloway & 
Wheeler, 
2010:304; 
Onwuegbuzie 
et al., 
2010:707; 
O’Loughlin, 
2001:55 
Participants were thoroughly informed 
about the important role they play in this 
study. They were told that their 
responses will be used to help create a 
definition of success which could 
ultimately be used to improve the 
success rate of their businesses as well 
as the South African economy. 
Tactical 
authenticity 
Participants 
must feel 
empowered to 
act based on 
their eminent 
degree of 
understanding 
about the topic 
under study.  
Holloway & 
Wheeler, 
2010:304; 
Onwuegbuzie 
et al., 
2010:707; 
O’Loughlin, 
2001:55 
Participants were informed that they 
could ask questions at any time and that 
they were allowed to provide feedback 
regarding anything they felt unsure of or 
did not like.  
 
(Source: Researcher’s own construction) 
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4.6 DATA ANALYSIS 
 
Content analysis has been identified as the most commonly used method when a 
researcher has to work with large quantities of qualitative data (Collis & Hussey, 
2009:165), as well as the best method to use for analysing data obtained with 
projective techniques (Reynolds & Kamphaus, 2003:107). More specifically, 
summative manifest content analysis has been adopted in this study. This research 
method is of a quantitative nature and its sole purpose is to identify repetitive use of 
specific words/phrases (Hsieh & Shannon, 2005:1283) and assign numerical values 
to them (Bray et al., 2013:169) to determine the most common underlying meanings 
as used by participants (Caulfield & Hill, 2014:199). Content analysis can either be 
deductive or inductive. Content analysis is deductive in nature when a researcher’s 
structure of analysis is formed based on existing knowledge and inductive in nature 
when the phenomenon has not been researched before or inadequate information 
about it exists (Elo & Kyngäs, 2008:109). This study uses an inductive content 
analysis. The aim of this study is to determine what ‘success’ means to small family 
business owners, as there is inadequate information and a lack of consensus on how 
success is defined in the field. 
 
4.6.1 CODING OF DATA 
 
According to Mitchell and Jolley (2013:236), for a researcher to successfully use 
content analysis, the coding categories of the data need to be defined before doing 
anything else. The coding process should start as soon as the first data for the study 
has been collected (Lapan et al., 2011). Coding is the process where raw data is 
categorised into groups to simplify the manipulation, organising and examination of 
the data (Powers & Knapp, 2006:20). According to Gibson and Brown (2009:178), 
coding involves categorising data and grouping it together based on similarities. 
Zikmund et al. (2013:465) states that coding involves allocating numerical values to 
data that is in the form of text.  
 
Gonsalves (2008:85) is of the opinion that the two main stages in the coding process 
are referred to as the ‘de-contextualisation’ and ‘re-contextualisation’ of the data. 
During the ‘de-contextualisation’ stage, the researcher separates the data from its 
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context, thus identifying ‘analysing units’ whereby each unit represents only one 
thought. Then the researcher assigns numerical codes to each of these ‘analysing 
units’ (Gonsalves, 2008:85). This is followed by the ‘re-contextualisation’ stage which 
involves the researcher thoroughly investigating the numerical codes to find 
underlying themes in order to group, categorise and decrease the data (Gonsalves, 
2008:85-86).  
 
According to Nash (2003:47), when coding data, a researcher needs to have some 
form of framework in place. This enables the researcher to have control of his or her 
data and ultimately avoid any unwanted ‘surprises’. The coding framework normally 
consists of rules, guidelines and strict procedures that need to be implemented at all 
times during the coding process (Bryman & Bell, 2011:204).  The paragraphs to 
follow will elaborate on the types of codes used as well as the development of the 
coding framework. 
 
4.6.1.1 Types of codes used 
 
Before any coding can happen, a researcher needs to determine the type of coding 
to be used and needs to develop a coding framework to be implemented. According 
to Zikmund et al. (2013:465), codes can be defined as “rules for interpreting, 
classifying and recording data in the coding process; also the actual numerical or 
other character symbols assigned to raw data”. The codes assigned to the raw data 
must be exhaustive. This means that all the possible responses must have an 
independent and equally exclusive category assigned to them, allowing for clarity 
among all the words and categories (Zikmund et al., 2010:472).   
 
Codes can either be inductive or deductive (Seale, 2012:368; Brown & Remenyi, 
2004:183). Inductive codes are formed when the researcher first looks at the 
collected data and then develops codes and hypotheses, whereas deductive codes 
are formed when the researcher first develops codes and hypotheses and then 
collects the data (Brown & Remenyi, 2004:183). According to Seale (2012:368), the 
inductive approach empirically creates themes from the collected data. However, the 
deductive approach requires that the researcher has at least some themes in place 
from existing research, theory, intuition or experience before collecting data. This 
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study applies the inductive approach. Codes were not predetermined, but rather 
chosen based on underlying themes and similarities that appeared in the collected 
data.  
 
4.6.1.2 Coding framework development 
 
According to Yoder and Symons (2010:36), a coding manual or framework sets out 
all the segmentation rules, definitions and examples to assist the researcher or coder 
with the coding process. A Microsoft Excel spreadsheet was used to pool together all 
the words and phrases recalled by the small family and small non-family business 
owner participants in this study. Words and phrases carrying similar meanings were 
allocated the same number in order to eliminate the possibility of duplication among 
the words or phrases. The words and phrases were then analysed even further to 
discover any underlying themes to simplify the coding process. The underlying 
themes of this study were broadly categorised as financial and non-financial 
indicators of success (see Figure 4.2). 
 
Figure 4.2: Underlying themes 
 
 
 
 
 
 
 
 
 
(Source: Researcher’s own construction) 
 
The business owners who participated in the word association test in this study 
recalled single words as well as short phrases. In an attempt to further simplify the 
categorising of the data, the researcher shortened the phrases to either single words 
or simpler phrases where possible. The final words and phrases identified for the 
purpose of this study can be found in Annexures B to D.  
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The categories illustrated in Figure 4.2 were further subcategorised by identifying 
themes within the broad categories to provide more accuracy and detail in 
interpreting the results. As with the broad categories, words and phrases carrying 
similar meanings were grouped together under the same subcategory. Three 
competent researchers categorised the data and when any major differences 
occurred in the categorisations of the three researchers, agreement regarding the 
word categorisation was reached through logical debate. Figure 4.3 illustrates the 
subcategories (final coding framework) of this study. 
 
Figure 4.3: Final coding framework 
 
 
 
 
 
 
 
 
 
 
 
 
(Source: Researcher’s own construction) 
 
During the coding process, only relevant information should be coded and the rest 
must either be erased from the data analyses or grouped together under one code 
(Saldana, 2009:15). In this study all the words and phrases that did not fit into a 
specific subcategory were grouped together under miscellaneous. The 
operationalisation of the categories in this study can be found in Table 4.10. 
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Table 4.10:  Operationalisation of the coding framework 
 
Category Financial Financial indicators of success 
Subcategory Financial Words/phrases of a financial nature 
Category Non-financial Non-financial indicators of success 
Subcategory Operational 
Undertaking specific actions or certain knowledge 
requirements necessary for operational business success 
Subcategory 
Organisational 
culture 
Values associated with business success 
Subcategory Family 
Specific requirements of family members when working 
together 
Subcategory Personal Specific individual indicators of success 
Subcategory Miscellaneous 
Words/phrases that stand on their own and cannot be 
grouped under a particular category 
 
(Source: Researcher’s own construction) 
 
The coding framework of this study was developed by analysing the data collected 
from the small family business owner participants. This same coding framework was 
then applied to the data collected from the small non-family business owner 
participants. The paragraphs to follow explain the process used to analyse the data 
collected in this study. 
 
4.6.2 ANALYSING THE DATA 
 
During the data analysis of this study, the total words/phrases generated, the 
frequencies of recurring words/phrases, the number of different words/phrases, first 
words/phrases recalled (positioning) and the average number of words/phrases 
recalled were established. These calculations were all established using Microsoft 
Excel. 
 
In order to determine if significant differences exist between the associations (words 
and phrases) with ‘success’ by the small family and the small non-family business 
owner participants, Chi-square tests for independence were undertaken (Collis & 
Hussey, 2009:263). More specifically, this relationship was tested by means of Chi-
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square tests for independence by using a null hypothesis and an alternative 
hypothesis. The null hypothesis indicates that there is no difference between the two 
groups of participants and the alternative hypothesis indicates that there is indeed a 
difference between the two groups of participants (Gravetter & Wallnau, 2014:523). If 
the statistical significance of the Chi-square statistic is less than 0.05 (p < 0.05) (Hair 
et al., 2003:264), the null hypothesis must be rejected in favour of the alternative 
hypothesis (Collis & Hussey, 2009:263), indicating that a significant difference 
between the associations of the two groups of participants exists (Hair et al., 
2003:264). According to Cochran’s rule, only 20 per cent of the expected frequency 
cells are allowed to have a value of less than five in order to undertake Chi-square 
tests (Coolican, 2014:503). The practical significance of these differences was 
determined by means of calculating Craemer’s V statistics (Bryman & Bell, 
2011:350). The practical significance of these differences can either be small, 
moderate or large as illustrated in Table 4.11. Both Chi-square tests and Craemer’s 
V statistics can only be determined with cross-tabulated data in tables with at least 
two rows and two columns (Morien, 2007:208). 
 
Table 4.11:  Interpretation of Craemer’s V statistics 
 
Degrees of 
freedom 
Small Moderate  Large 
df* = 1 0.10 < V < 0.30 0.30 < V < 0.50  V > 0.50 
df* = 2 0.07 < V < 0.21 0.21 < V < 0.35 V > 0.35 
df* ≥ 3 0.06 < V < 0.17 0.17 < V < 0.50 V > 0.29 
 
(Source: Adapted from Gravetter & Wallnau, 2014:534) 
 
4.7 ETHICAL CONSIDERATIONS 
 
Ethical consideration is considered to be the branch of philosophy concerned with 
morality (Blumberg, Cooper & Schindler, 2011:114; Polit & Beck, 2004:717) and can 
be defined as the moral values and principles that comprise the code of conduct for 
performing research in an ethical manner (Collis & Hussey, 2014:30). It is important 
for a researcher to respect the rights of participating humans, irrespective of the 
results of the study (Van Zyl, 2014:85). Ethical consideration implies adhering to the 
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professional, legal and social rights of participants (Polit & Beck, 2004:717). 
According to Rankhumise and Lehobye (2012:5601) and Rankhumise and 
Rugimbana (2010:3502), the three most common ethical considerations are informed 
consent, privacy and anonymity. These were applied to this study (see Table 4.12). 
  
Table 4.12:  Types of ethical considerations 
 
Ethical 
consideration 
Description References Application to this study 
Informed 
consent  
The participants 
know exactly 
what the 
researcher wants 
from them. They 
provide the 
researcher with 
their consent to 
participate in the 
study. 
Collis & Hussey, 
2014:34; Zikmund 
et al., 2013:89; 
Blumberg et al., 
2011:116; 
Mertens & 
Ginsberg, 
2009:512; 
Buchanan, 
2004:162 
As explained under fairness in 
Section 4.5.3.2, participants 
were asked if they wanted to 
participate in this study and 
were at the same time informed 
that they should not feel forced 
to participate as they had the 
right of refusal throughout the 
study should they feel that they 
no longer wanted to participate. 
Privacy 
The researcher 
informs the 
participants that 
their personal 
information will be 
kept private and 
undisclosed 
during and after 
the study.  
Collis & Hussey, 
2014:33; Zikmund 
et al., 2013:100; 
Blumberg et al., 
2011:118; 
Struwig & Stead, 
2011:69; Mertens 
& Ginsberg, 
2009:482; 
Buchanan, 
2004:138 
The participants were assured 
of privacy. The privacy of the 
participants in this study is 
ensured by destroying the 
response sheets completed by 
the participants. The file on 
which the data was captured is 
password-protected and saved 
in a secure location. 
Anonymity 
Anonymity is also 
referred to as 
confidentiality. 
The researcher 
informs the 
participants that 
their responses 
will be used for 
the sole purpose 
of this study, will 
be protected and 
cannot be traced 
back to them. 
Collis & Hussey, 
2014:32-33; 
Zikmund et al., 
2013:89; 
Blumberg et al., 
2011:489; 
Struwig & Stead, 
2011:69; Mertens 
& Ginsberg, 
2009:451; 
Buchanan, 
2004:140 
The participants were assured 
of confidentiality. This was 
ensured in this study by keeping 
both the names of the 
participants and their 
businesses anonymous. Thus, 
this study only refers to small 
family business owner 
participants and small non-
family business owner 
participants and not to any 
individual participants 
specifically. 
 
(Source: Researcher’s own construction) 
 
In addition to the ethical considerations outlined above, the study was subjected to 
the research ethics approval procedures at the Nelson Mandela Metropolitan 
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University and it was deemed that no potential harm to the respondents exists (see 
Annexure D). 
 
 4.8 SUMMARY    
 
Chapter 4 described and motivated the research design and methodology adopted 
for this study. The discussion included a description of the various research 
paradigms, methodologies and methods. This study made use of a qualitative 
research design by implementing an interpretivistic paradigm and methodology. 
However, the data collection and analysis of this study was done using a mixed 
method because the data was collected using a qualitative method (word association 
tests) and analysed using a quantitative (content analysis) method.  
 
Chapter 4 elaborated on the data collection and analyses methods used in this study. 
The population, the sample and sampling technique were described. Convenience 
sampling was used to identify the business owners that participated in the word 
association tests undertaken. Thereafter, the research instrument and the validity 
and reliability assessments were described. Triangulation was specifically highlighted 
as a means to ensure the validity of a study and was adopted in this study. 
Credibility, transferability, dependability, confirmability and authenticity were 
discussed as criteria for determining reliability and also applied to the current study. 
The chapter then elaborated on the coding process, the coding framework and the 
data analysis undertaken. The chapter concluded by describing the various ethical 
considerations undertaken in this study.  
  
Chapter 5 will present the results of the data analysed.  
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CHAPTER 5 
 
EMPIRICAL RESULTS 
 
5.1 INTRODUCTION 
 
In Chapter 4 the research design and methodology used for this study were 
discussed. As highlighted in Chapter 4, the data was collected by means of a word 
association test and analysed using manifest content analysis. This study focused on 
small business owners, with the participants being categorised as either family (FB) 
or non-family business (NFB) owners. In Chapter 5 the empirical results are 
presented, beginning with a short profile of the participants. Thereafter, the nature 
and position of the words/phrases recalled and the most frequently occurring 
words/phrases recalled are reported on. To determine whether differences exist 
between the words/phrases recalled by family and non-family business owner 
participants, Chi-square statistics and Craemer’s V statistics were calculated. Chi-
square statistics ascertain statistical significance and Craemer’s V statistics practical 
significance. In addition, the nature, position and most frequently recalled 
words/phrases by family business owners were further investigated to identify 
differences between family business owners of different genders and age categories. 
Chi-square statistics and Craemer’s V statistics were also used to establish these 
differences. 
 
5.2 PROFILES OF PARTICIPANTS 
 
The participants in this study were small business owners who met the following 
criteria: owners of businesses that employ fewer than 50 full-time employees and 
businesses that have been in operation for at least one year. These participants were 
divided into two groups, namely non-family and family business owners. The profiles 
of the group as a whole, as well as the two subgroups of participants, can be found in 
the subsections that follow.  
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5.2.1 PROFILE OF SMALL BUSINESS OWNER PARTICIPANTS AS A WHOLE  
 
In total, 101 small business owners participated in this study. The majority of the 
participants were male (68.32%), with most being of the White ethnic group 
(51.49%). The remainder of the sample were Black (17.82%), Coloured (15.84%), 
Asian (9.90%) and Indian (4.95%). Just more than half (53.47%) of the participants 
indicated not having a tertiary qualification. Most of the participants were over the 
age of 40 years (62.38%) and the rest were 40 years of age or younger (37.62%).  
 
5.2.2 PROFILES OF NON-FAMILY AND FAMILY BUSINESS OWNER 
CATEGORIES 
 
As indicated above, the small business owner participants were divided into two 
groups, namely non-family and family business owners. In addition to the criteria of 
being a small business, the family business owner participants had to meet additional 
criteria: at least two family members had to work in the business and the family had 
to own more than a 50 per cent share in the business. The profiles of the two 
categories of respondents are tabled below. 
 
Table 5.1:  Demographic profiles of non-family and family business owners 
 
  Non-family business owners Family business owners 
Genders     
Male  62% 74.51% 
Female 38% 25.49% 
Ethnic groups     
White 56% 47.06% 
Black 18% 17.65% 
Coloured 18% 13.73% 
Asian 6% 13.73% 
Indian 2% 7.84% 
Tertiary qualification(s)     
Yes  52% 41.18% 
No 48% 58.82% 
Age categories     
40 years and under 42% 33.33% 
Over 40 years 58% 66.67% 
 
118 
 
In total, 50 non-family business owners participated in this study. From Table 5.1 it 
can be seen that the majority of these participants were male (62%), with most of the 
participants being of the White ethnic group (56%). The remainder of the sample 
were from the Black (18%), Coloured (18%), Asian (6%) and Indian (2%) ethnic 
groups. Just over half (52%) of the participants had a tertiary qualification. Most of 
the participants were over the age of 40 years (58%) and the rest were 40 years of 
age or younger (42%). 
 
In total, 51 family business owners participated in this study. From Table 5.1 it can be 
seen that the majority of these participants were male (74.51%), with most of the 
participants being of the White ethnic group (47.06%). The remainder of the sample 
were from the Black (17.64%), Coloured (13.73%), Asian (13.73%) and Indian 
(7.84%) ethnic groups. The majority (58.82%) of the participants had no tertiary 
qualification. Most of the participants were over the age of 40 years (66.67%) and the 
rest were 40 years of age or younger (33.33%). 
 
In both categories the majority of participants were White males over the age of 40 
years. However, the majority of non-family business owner participants (52%) had a 
tertiary qualification whereas the majority of family business owner participants 
(58.82%) did not.  
 
5.3  SMALL BUSINESS OWNER PARTICIPANTS AS A WHOLE 
 
In the subsections below, the results of the word association test undergone by the 
small business sample as a whole are discussed. This section will first address the 
nature and positioning of the words/phrases recalled by these small business 
owners. Thereafter, the most frequently occurring words/phrases recalled are 
presented.  
 
5.3.1 THE NATURE OF THE WORDS/PHRASES THAT SMALL BUSINESS 
OWNERS ASSOCIATED WITH BUSINESS SUCCESS 
 
By means of a word association test 811 words/phrases were generated by the 101 
small business owner participants. This resulted in an average of 8.03 words/phrases 
119 
 
per participant. According to the coding framework, the words/phrases were grouped 
into two broad categories which were named the financial and non-financial 
indicators of success (see Table 5.2). The vast majority (92.48%) of words/phrases 
generated were categorised as non-financial in nature and only 7.52 per cent were 
financial in nature. The words/phrases of a financial nature related to financial 
indicators, whereas those of a non-financial nature related to non-financial indicators. 
Each broad category of indicators was further divided into subcategories depending 
on the nature of the words/phrases. 
 
Table 5.2:  Word association categories and subcategories of small business 
owners (N = 811) 
 
Financial Non-financial 
Financial Operational 
Organisational 
culture 
Family Personal Miscellaneous 
100% 52.27% 40.80% 5.73% 0.27% 0.93% 
N = 61 N = 392 N = 306 N = 43 N = 2 N = 7 
D = 2 D = 30 D = 23 D = 7 D = 1 D = 5 
7.52% 
N = 61 
D = 2 
92.48% 
N = 750 
D =  66 
 
(N = Total number of words/phrases; D = Number of different words/phrases) 
  
The financial category (7.52%) was allocated only one subcategory which was given 
the same name as the category, namely financial indicators (100%). These indicators 
related to words/phrases of a financial nature. The non-financial category (92.48%) 
was allocated five subcategories which were named operational, organisational 
culture, family, personal and miscellaneous indicators. Words/phrases categorised as 
operational indicators were those associated with undertaking specific actions or 
certain knowledge requirements necessary for operational business success. 
Words/phrases categorised as organisational culture indicators related to specific 
values associated with business success. Words/phrases categorised as family 
indicators of success were those that related to specific requirements of family 
members when working together. Words/phrases categorised as personal related to 
specific individual indicators of success. Words/phrases categorised as 
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miscellaneous indicators were those that stood on their own and could not be 
grouped under a particular category. 
 
As previously mentioned, the broad financial category had only one subcategory, 
namely financial; therefore all (100%) the words/phrases of a financial nature were 
placed in this subcategory. In the broad non-financial category, the words/phrases 
relating to operational indicators (52.27%) were the most recalled, followed by 
words/phrases relating to organisational culture (40.80%), family (5.73%), 
miscellaneous (0.93%) and personal (0.27%) indicators.  
 
From Table 5.2 it can also be seen that the number of different words/phrases (D) 
found in each category and subcategory varied. Only two different words/phrases in 
the broad financial category were recalled and these related to financial indicators. In 
total 66 different words/phrases were generated which fell under the broad non-
financial category. Within the non-financial subcategories, the participants associated 
the meaning of success with 30 different operational indicators, 23 different 
organisational culture indicators, seven different family indicators, five different 
miscellaneous indicators, and one personal indicator of success.  
 
In Table 5.3, it can be seen that the two financial indicators generated in the financial 
category were ‘financial returns’ (72.13%) and ‘financial security’ (27.87%). The 
operational subcategory made up 52.27 per cent of the broad non-financial category. 
Words/phrases appearing most often under this subcategory were ‘customer-
focused’ (13.78%), ‘quality service’ (11.22%), ‘effective management’ (8.67%), 
‘planning and goal setting’ (8.16%), ‘human resource management’ (5.87%), 
‘managing stakeholder relationships’ (4.85%), ‘strong customer base’ (4.59%), 
‘growth’ (4.08%), ‘cash flow management’ (4.08%) and ‘business knowledge and 
experience’ (3.83%). The other words/phrases are listed in Table 5.3. Under the 
organisational culture subcategory (which made up 40.80 per cent of the 
words/phrases generated in the broad non-financial category), the following 
words/phrases were generated: ‘discipline, drive and determination’ (20.92%), ‘hard 
work’ (12.09%), ‘trust and honesty’ (11.11%), ‘flexibility’ (6.21%), ‘teamwork’ (5.88%), 
‘open communication’ (5.23%), ‘passion for the business’ (4.90%), ‘fairness’ (4.58%) 
and ‘ethical behaviour’ (3.92%). The other words/phrases are listed in Table 5.3. 
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Under the family subcategory (which made up 5.73 per cent of the words/phrases 
generated in the broad non-financial category) the following words/phrases were 
generated: ‘family-work boundary’ (30.23%), ‘supportive family and friends’ (25.58%), 
‘family ties’ (16.28%), ‘trustworthiness of family’ (13.95%) and ‘strong family morals 
and values’ (6.98%). The other words/phrases are listed in Table 5.3. In the personal 
subcategory (which made up 0.27 per cent of the words/phrases generated in the 
broad non-financial category) only one indicator was mentioned, namely ‘self-
actualisation’ (100%). In the non-financial category, the words/phrases relating to 
miscellaneous indicators made up a mere 0.93 per cent of the words/phrases 
generated in this category. The words/phrases recalled falling under the 
miscellaneous subcategory were ‘independence’ (28.57%), ‘making a difference in 
your country’s economy’ (28.57%), ‘faith’ (14.29%), ‘privacy’ (14.29%), and ‘time is 
money’ (14.29%).  
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Table 5.3:  Small business owner classification of the words/phrases 
associated with business success  
 
Financial  Financial   Financial returns (72.13%); financial security (27.87%). 
7.52% 100% 
  Operational 
Customer-focused (13.78%); quality service (11.22%); 
effective management (8.67%); planning and goal setting 
(8.16%); human resource management (5.87%); 
managing stakeholder relationships (4.85%); strong 
customer base (4.59%); growth (4.08%); cash flow 
management (4.08%); business knowledge and 
experience (3.83%); competitive pricing (3.06%); 
sustainability (2.81%); marketing (2.81%); succession 
(2.55%); innovation and creativity (2.30%); knowledge of 
market (2.04%); take risks and seize opportunities 
(2.04%); community involvement (1.53%); location 
(1.28%); good reputation (1.28%); pleasant working 
environment (1.28%); governance (1.28%); owner 
involvement (1.28%); uniqueness (1.02%); mentoring 
(1.02%); maintaining infrastructure (1.02%); record-
keeping (0.77%); wealth management (0.77%); maximum 
production (0.51%); stock availability (0.26%). 
 
52.27% 
 
Non-financial 
92.48% 
 
Organisational 
culture 
Discipline, drive and determination (20.92%); hard work 
(12.09%); trust and honesty (11.11%); flexibility (6.21%); 
teamwork (5.88%); open communication (5.23%); 
passion for the business (4.90%); fairness (4.58%); 
ethical behaviour (3.92%);  patience and understanding 
(3.59%); accountability and reliability (3.59%); respect 
(2.61%); loyalty (2.29%); friendliness (2.29%); focused 
(1.96%); a willingness to make sacrifices (1.63%); sense 
of ownership (1.63%); togetherness (1.31%); pride 
(1.31%); being valued (1.31%); common purpose 
(0.65%); positive attitude (0.65%); consistency (0.33%). 
 
40.80% 
Family  
Family-work boundary (30.23%); supportive family and 
friends (25.58%); family ties (16.28%); trustworthiness of 
family (13.95%); strong family morals and values 
(6.98%); putting family first (4.65%); knowing the family's 
strengths and weaknesses (2.33%). 
  
5.73% 
 
 
Personal  
0.27% 
Self-actualisation (100%). 
  
 
  
Independence (28.57%); making a difference in your 
country's economy (28.57%); faith (14.29%); privacy 
(14.29%); time is money (14.29%).   
Miscellaneous 
0.93% 
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5.3.2 THE POSITIONING OF THE WORDS/PHRASES WHICH SMALL 
BUSINESS OWNERS ASSOCIATED WITH BUSINESS SUCCESS 
 
From Table 5.4 it can be seen that ‘financial returns’ was the word/phrase recalled 
first most often (financial indicators; 16 times) by the participants in this study. The 
word/phrase recalled first the second-most often was ‘discipline, drive and 
determination’ (organisational culture indicators; 11 times) while ‘hard work’ 
(organisational culture indicators; 10 times) was the word/phrase recalled first the 
third-most often. In total 36.63 per cent of the participants mentioned one of these 
three words/phrases first when asked: ‘What comes to mind when thinking of a 
successful (family) business?’ 
 
‘Financial returns’ (financial indicators; 14 times), ‘discipline, drive and determination’ 
(organisational culture indicators; 13 times), and ‘customer-focused’ (operational 
indicators, 9 times) were the words/phrases that were most often mentioned second. 
As such, 35.64 per cent of the participants mentioned these words/phrases second 
when asked: ‘What comes to mind when thinking of a successful (family) business?’  
 
The words/phrases that were most often mentioned third were ‘customer-focused’ 
(operational indicators; 12 times), ‘financial returns’ (financial indicators; 7 times), and 
‘quality service’ (operational indicators, 7 times). In total 25.74 per cent of the 
participants mentioned one of these three words/phrases third when asked: ‘What 
comes to mind when thinking of a successful (family) business?’ 
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Table 5.4:  Positioning of words/phrases recalled by small business owners 
 
Word/ 
phrase 
position 
Word/ 
phrase 
f 
Sub-
category 
Word/ 
phrase 
f 
Sub-
category 
Word/ 
phrase 
f 
Sub-
category 
First 
Financial 
returns 
16 Financial  
Discipline, 
drive and 
deter-
mination 
11 
Organi-
sational 
culture  
Hard work 10 
Organi-
sational 
culture 
Second 
Financial 
returns 
14 Financial  
Discipline, 
drive and 
deter-
mination 
13 
Organi-
sational 
culture  
Customer-
focused 
9 
Opera-
tional 
Third 
Customer-
focused 
12 
Opera-
tional  
Financial 
returns 
7 Financial  
Quality 
service 
7 
Opera-
tional 
 
(f = frequency of words/phrases) 
 
5.3.3 THE MOST FREQUENTLY RECALLED WORDS/PHRASES THAT SMALL 
BUSINESS OWNERS ASSOCIATED WITH BUSINESS SUCCESS 
 
A summary of the 20 words/phrases most frequently recalled by small business 
owners is presented in Table 5.5. The other words/phrases recalled can be found in 
Annexures B and C. The 20 most frequently recalled words/phrases came from only 
three of the subcategories, namely: organisational culture, operational, and financial 
indicators. The three most frequently recalled words/phrases in the organisational 
culture subcategory (taking up first, fifth and sixth place, respectively) were 
‘discipline, drive and determination’ (64 times), ‘hard work’ (37 times), and ‘trust and 
honesty’ (34 times). Taking second, fourth and seventh place, respectively, were the 
three most frequently recalled words/phrases from the operational subcategory. 
These three words/phrases were ‘customer-focused’ (54 times), ‘quality service’ (44 
times) and ‘effective management’ (34 times). The financial subcategory only has two 
words/phrases within it and both are reported as the most frequently occurring 
words/phrases in Table 5.5 below. These two words/phrases were ‘financial returns’ 
and ‘financial security’. ‘Financial returns’ (44 times) was the third-most-frequently 
recalled word/phrase and ‘financial security’ (17 times) was the 14th-most-frequently 
recalled word/phrase. 
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Table 5.5:  Words/phrases most frequently recalled by small business owners 
 
No. Word/Phrase Category Subcategory f 
1 Discipline, drive and determination Non-financial Organisational culture  64 
2 Customer-focused Non-financial Operational  54 
3 Financial returns Financial Financial  44 
4 Quality service Non-financial Operational  44 
5 Hard work Non-financial Organisational culture  37 
6 Trust and honesty Non-financial Organisational culture  34 
7 Effective management Non-financial Operational 34 
8 Planning and goal setting Non-financial Operational  32 
9 Human resource management Non-financial Operational  23 
10 Flexibility Non-financial Organisational culture  19 
11 Managing stakeholder relationships Non-financial Operational  19 
12 Teamwork Non-financial Organisational culture  18 
13 Strong customer base Non-financial Operational  18 
14 Financial security Financial Financial  17 
15 Open communication Non-financial Organisational culture  16 
16 Growth Non-financial Operational  16 
17 Cash flow management Non-financial Operational  16 
18 Passion for business Non-financial Organisational culture  15 
19 Business knowledge and experience Non-financial Operational  15 
20 Fairness Non-financial Organisational culture  14 
 
(f = frequency of words/phrases) 
 
5.4  NON-FAMILY BUSINESS OWNER PARTICIPANTS 
 
The subsections below present the results of the word association test undergone by 
the non-family business owner sample group. Firstly, the nature and positioning of 
the words/phrases recalled by these participants are summarised; thereafter the 
most frequently occurring words/phrases recalled are presented.  
  
5.4.1 THE NATURE OF THE WORDS/PHRASES THAT NON-FAMILY BUSINESS 
OWNERS ASSOCIATED WITH BUSINESS SUCCESS 
 
By means of a word association test 420 words/phrases were generated by the 50 
non-family business owner participants. This resulted in an average of 8.40 
words/phrases per participant. As per the coding framework, the words/phrases were 
grouped into the two broad categories, namely financial and non-financial indicators 
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of success (see Table 5.6). The vast majority (91.19%) of words/phrases generated 
were categorised as non-financial in nature and only 8.81 per cent were financial in 
nature.  
 
Table 5.6:  Word association categories and subcategories of non-family 
business owners (N = 420) 
 
Financial Non-financial 
Financial Operational  
Organisational 
culture  
Family Personal  Miscellaneous  
100% 65.01% 31.85% 1.57% 0.52% 1.04% 
N = 37 N = 249 N = 122 N = 6 N = 2 N = 4 
D = 2 D = 30 D = 21 D = 3 D = 1 D = 3 
8.81% 
N = 37 
D = 2 
91.19% 
N = 383 
D =  58 
 
(N = Total number of words/phrases; D = Number of different words/phrases) 
 
As mentioned above, the broad financial category had only one subcategory, namely 
financial indicators, therefore all (100%) the words/phrases that were financially 
orientated were placed in this subcategory. In the broad non-financial category, the 
words/phrases relating to operational indicators (65.01%) were the most recalled, 
followed by words/phrases relating to organisational culture (31.85%), family 
(1.57%), miscellaneous (1.04%) and personal (0.52%) indicators of success.  
 
From Table 5.6 it can also be seen that the number of different words/phrases (D) 
found in each category and subcategory were varied. Only two different 
words/phrases in the broad financial category were recalled and these related to 
financial indicators. In total 58 different words/phrases generated fell under the broad 
non-financial category. Within the non-financial subcategories, the participants 
associated the meaning of success with 30 different operational indicators, 21 
different organisational culture indicators, three different family indicators, three 
different miscellaneous indicators, and one personal indicator.  
 
From Table 5.7, it can be seen that the two words/phrases generated in the financial 
category were ‘financial returns’ (64.86%) and ‘financial security’ (35.14%). The 
127 
 
operational subcategory made up 65.01 per cent of the broad non-financial category. 
Words/phrases appearing most often under this subcategory were ‘customer-
focused’ (14.86%), ‘quality service’ (12.45%), ‘effective management’ (9.64%), 
‘planning and goal setting’ (7.63%), ‘human resource management’ (6.02%), ‘cash 
flow management’ (6.02%), ‘managing stakeholder relationships’ (4.82%), ‘strong 
customer base’ (3.61%), ‘growth’ (3.61%) and ‘business knowledge and experience’ 
(3.61%). The other words/phrases are listed in Table 5.7. Under the organisational 
culture subcategory (which made up 31.85 per cent of the words/phrases generated 
in the broad non-financial category) the following words/phrases were generated: 
‘discipline, drive and determination’ (22.13%), ‘hard work’ (13.93%), ‘trust and 
honesty’ (9.84%), ‘flexibility’ (7.38%), ‘teamwork’ (6.56%), ‘open communication’ 
(5.74%), ‘passion for the business’ (5.74%), ‘ethical behaviour’ (5.74%) and 
‘accountability and reliability’ (4.10%). The other words/phrases are listed in Table 
5.7. Under the family subcategory (which made up 1.57 per cent of the 
words/phrases generated in the broad non-financial category) the following 
words/phrases were generated: ‘family-work boundary’ (50%), ‘supportive family and 
friends’ (33.33%) and ‘strong family morals and values’ (16.67%). In the personal 
subcategory (which made up 0.52 per cent of the words/phrases generated in the 
broad non-financial category) only one indicator was mentioned, namely ‘self-
actualisation’ (100%). In the non-financial category, the words/phrases relating to 
miscellaneous indicators made up a mere 1.04 per cent of the words/phrases 
generated in this category. The words/phrases recalled falling under the 
miscellaneous subcategory were ‘making a difference in your country's economy’ 
(50%), ‘independence’ (25%) and ‘time is money’ (25%). 
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Table 5.7:  Non-family business owner classification of the words/phrases 
associated with business success  
 
Financial  Financial 
Financial returns (64.86%); financial security (35.14%). 
8.81% 100% 
  Operational 
Customer-focused (14.86%); quality service (12.45%); 
effective management (9.64%); planning and goal setting 
(7.63%); human resource management (6.02%); cash 
flow management (6.02%); managing stakeholder 
relationships (4.82%); strong customer base (3.61%); 
growth (3.61%); business knowledge and experience 
(3.61%); competitive pricing (2.41%); marketing (2.41%); 
innovation and creativity (2.41%); take risks and seize 
opportunities (2.41%); sustainability (2.01%); knowledge 
of market (2.01%); community involvement (2.01%); 
mentoring (1.61%); maintaining infrastructure (1.61%); 
pleasant working environment (1.20%); governance 
(1.20%); owner involvement (1.20%); uniqueness 
(1.20%); succession (0.80%); location (0.80%); good 
reputation (0.80%); record-keeping (0.40%); wealth 
management (0.40%); maximum production (0.40%); 
stock availability (0.40%). 
 
 
65.01% 
Non-financial 
91.19% 
Organisational 
culture 
Discipline, drive and determination (22.13%); hard work 
(13.93%); trust and honesty (9.84%); flexibility (7.38%); 
teamwork (6.56%); open communication (5.74%); 
passion for the business (5.74%); ethical behaviour 
(5.74%);  accountability and reliability (4.10%); 
friendliness (3.28%); loyalty (2.46%); patience and 
understanding (1.64%); respect (1.64%); focused 
(1.64%); sense of ownership (1.64%); being valued 
(1.64%); positive attitude (1.64%); fairness (0.82%); a 
willingness to make sacrifices (0.82%); pride (0.82%); 
consistency (0.82%).   
31.85% 
   
Family 
Family-work boundary (50%); supportive family and 
friends (33.33%); strong family morals and values 
(16.67%). 1.57% 
Personal Self-actualisation (100%). 
  0.52% 
  
  
Miscellaneous Making a difference in your country's economy (50%); 
independence (25%); time is money (25%). 1.04% 
  
5.4.2 THE POSITIONING OF THE WORDS/PHRASES WHICH NON-FAMILY 
BUSINESS OWNERS ASSOCIATED WITH BUSINESS SUCCESS 
  
From Table 5.8 it can be seen that ‘financial returns’ was the word/phrase recalled 
first most often (financial indicators; 9 times) by the non-family business owner 
participants in this study. The word/phrase recalled first the second-most often was 
‘discipline, drive and determination’ (organisational culture indicators; 7 times) and 
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‘hard work’ (organisational culture indicators; 4 times) was the word/phrase recalled 
first the third-most often. In total 40 per cent of the non-family business owner 
participants mentioned one of these three words/phrases first when asked: ‘What 
comes to mind when thinking of a successful (family) business?’ 
 
‘Financial returns’ (financial indicators; 7 times), ‘quality service’ (operational 
indicators; 7 times), and ‘hard work’ (organisational culture indicators, 4 times) were 
the words/phrases that were most frequently mentioned second. These three 
words/phrases were recalled second by 36 per cent of the participants when asked: 
‘What comes to mind when thinking of a successful (family) business?’ 
 
The words/phrases that were mentioned most often in the third position were 
‘customer-focused’ (operational indicators, 7 times), ‘quality service’ (operational 
indicators; 4 times), and ‘discipline, drive and determination’ (organisational culture 
indicators; 4 times). In total 30 per cent of the non-family business owner participants 
mentioned one of these three words/phrases third when asked: ‘What comes to mind 
when thinking of a successful (family) business?’ 
 
Table 5.8:  Positioning of words/phrases recalled by non-family business 
owners 
 
Word/ 
phrase 
position 
Word/ 
phrase 
f 
Sub-
category 
Word/ 
phrase 
f 
Sub-
category 
Word/ 
phrase 
f 
Sub-
category 
First 
Financial 
returns 
9 Financial 
Discipline, 
drive and 
deter-
mination 
7 
Organi-
sational 
culture  
Hard work 4 
Organi-
sational 
culture  
Second 
Financial 
returns 
7 Financial 
Quality 
service 
7 Operational  Hard work 4 
Organi-
sational 
culture  
Third 
Customer-
focused 
7 Operational  
Quality 
service 
4 Operational  
Discipline, 
drive and 
deter-
mination 
4 
Organi-
sational 
culture  
 
(f = frequency of words/phrases) 
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5.4.3 THE MOST FREQUENTLY RECALLED WORDS/PHRASES THAT NON-
FAMILY BUSINESS OWNERS ASSOCIATED WITH BUSINESS SUCCESS  
 
A summary of the 20 words/phrases most frequently recalled by non-family business 
owners is presented in Table 5.9 below. The other words/phrases can be found in 
Annexures B and C. The 20 most frequently recalled words/phrases came from only 
three subcategories, namely: operational, organisational culture and financial 
indicators. The three most frequently recalled words/phrases in the operational 
subcategory (taking up first, second and fifth place, respectively) were ‘customer-
focused’ (37 times), ‘quality service’ (31 times), and ‘effective management’ (24 
times). Taking third, seventh and eleventh place, respectively, were the three most 
frequently recalled words/phrases from the organisational culture subcategory. These 
three words/phrases were ‘discipline, drive and determination’ (27 times), ‘hard work’ 
(17 times), and ‘trust and honesty’ (12 times). The financial subcategory only had two 
words/phrases within it and both were reported as the most frequently occurring 
words/phrases in Table 5.9. These two words/phrases were ‘financial returns’ and 
‘financial security’. ‘Financial returns’ (24 times) was the fourth-most-frequently 
recalled word/phrase and ‘financial security’ (13 times) was the 10th-most-frequently 
recalled word/phrase. 
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Table 5.9:  Words/phrases most frequently recalled by non-family business 
owners 
 
No. Word/Phrase Category Subcategory f 
1 Customer-focused Non-financial Operational  37 
2 Quality service Non-financial Operational  31 
3 Discipline, drive and determination Non-financial Organisational culture  27 
4 Financial returns Financial Financial  24 
5 Effective management Non-financial Operational  24 
6 Planning and goal setting Non-financial Operational  19 
7 Hard work Non-financial Organisational culture 17 
8 Human resource management Non-financial Operational  15 
9 Cash flow management Non-financial Operational  15 
10 Financial security Financial Financial  13 
11 Trust and honesty Non-financial Organisational culture 12 
12 Managing stakeholder relationships Non-financial Operational  12 
13 Flexibility Non-financial Organisational culture  9 
14 Strong customer base Non-financial Operational  9 
15 Growth Non-financial Operational  9 
16 Business knowledge and experience Non-financial Operational  9 
17 Teamwork Non-financial Organisational culture  8 
18 Open communication Non-financial Organisational culture  7 
19 Passion for the business Non-financial Organisational culture  7 
20 Ethical behaviour Non-financial Organisational culture  7 
 
(f = frequency of words/phrases) 
 
5.5  FAMILY BUSINESS OWNER PARTICIPANTS  
 
The subsections below present the results of the word association test undergone by 
the family business owner subgroup. This section first discusses the nature and 
positioning of the words/phrases recalled by these family business owners. 
Thereafter, the most frequently occurring words/phrases recalled are presented.  
 
5.5.1 THE NATURE OF THE WORDS/PHRASES THAT FAMILY BUSINESS 
OWNERS ASSOCIATED WITH BUSINESS SUCCESS 
 
By means of a word association test, 391 words/phrases were generated by the 51 
family business owner participants. This resulted in an average of 7.67 
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words/phrases per participant. The vast majority (93.86%) of words/phrases 
generated were categorised as non-financial in nature and only 6.14 per cent were 
financial in nature.  
 
Table 5.10:  Word association categories and subcategories of family business 
owners (N = 391) 
 
Financial Non-financial 
Financial Operational 
Organisational 
culture 
Family  Miscellaneous 
100% 38.96% 50.14% 10.08% 0.82% 
N = 24 N = 143 N = 184 N = 37 N = 3 
D = 2 D = 27 D = 21 D = 7 D = 3 
6.14% 
N = 24 
D = 2 
93.86% 
N = 367 
D =  58 
 
(N = Total number of words/phrases; D = Number of different words/phrases) 
 
As mentioned above, the broad financial category had only one subcategory, namely 
financial indicators, therefore all (100%) of the words/phrases relating to the 
achievement of certain financially orientated goals were placed in this subcategory. 
In the broad non-financial category, the words/phrases relating to organisational 
culture indicators (50.14%) were the most recalled, followed by words/phrases 
relating to operational indicators (38.96%), family indicators (10.08%) and 
miscellaneous indicators (0.82%).  
 
From Table 5.10 it can also be seen that the number of different words/phrases (D) 
found in each category and subcategory varied. Only two different words/phrases in 
the broad financial category were recalled and these related to financial indicators. In 
total 58 different word/phrases generated fell under the broad non-financial category. 
Within the non-financial subcategories, the participants associated the meaning of 
success with 27 different operational, 21 different organisational culture, seven 
different family and three different miscellaneous indicators of success.  
 
From Table 5.11, it can be seen that the two financial indicators generated in the 
financial category were ‘financial returns’ (83.33%) and ‘financial security’ (16.67%). 
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The operational subcategory made up 38.96 per cent of the broad non-financial 
category. Words/phrases appearing most often under this subcategory were 
‘customer-focused’ (11.89%), ‘quality service’ (9.09%), ‘planning and goal setting’ 
(9.09%), ‘effective management’ (6.99%), ‘strong customer base’ (6.29%), ‘human 
resource management’ (5.59%), ‘succession’ (5.59%), ‘managing stakeholder 
relationships’ (4.90%), ‘growth’ (4.90%), ‘business knowledge and experience’ 
(4.20%), ‘competitive pricing’ (4.20%), ‘sustainability’ (4.20%) and ‘marketing’ 
(3.50%). The other words/phrases are listed in Table 5.11. Under the organisational 
culture subcategory (which made up 50.14 per cent of the words/phrases generated 
in the broad non-financial category) the following words/phrases were generated: 
‘discipline, drive and determination’ (20.11%), ‘trust and honesty’ (11.96%), ‘hard 
work’ (10.87%), ‘fairness’ (7.07%), ‘flexibility’ (5.43%), ‘teamwork’ (5.43%), ‘open 
communication’ (4.89%), ‘patience and understanding’ (4.89%), ‘passion for the 
business’ (4.35%), ‘accountability and reliability’ (3.26%) and ‘respect’ (3.26%). The 
remaining words/phrases can be seen in Table 5.11. Under the family subcategory 
(which made up 10.08 per cent of the words/phrases generated in the broad non-
financial category) the following words/phrases were generated: ‘family-work 
boundary’ (27.03), ‘supportive family and friends’ (24.32%), ‘family ties’ (18.92%), 
‘trustworthiness of family’ (16.22%), ‘strong family morals and values’ (5.41%), 
‘putting family first’ (5.41%) and ‘knowing the family's strengths and weaknesses’ 
(2.70%). In the non-financial category, the words/phrases relating to miscellaneous 
indicators made up a mere 0.82 per cent of the words/phrases generated in this 
category. The words/phrases recalled falling under the miscellaneous subcategory 
were ‘independence’ (33.33%), ‘faith’ (33.33%) and ‘privacy’ (33.33%). 
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Table 5.11:  Family business owner classification of the words/phrases 
associated with business success  
 
Financial Financial  Financial returns (83.33%); financial security (16.67%). 
6.14% 100% 
 
 
 
 
 
 
 
 Operational 
Customer-focused (11.89%); quality service (9.09%); 
planning and goal setting (9.09%); effective management 
(6.99%); strong customer base (6.29%); human resource 
management (5.59%); succession (5.59%); managing 
stakeholder relationships (4.90%); growth (4.90%); 
business knowledge and experience (4.20%); competitive 
pricing (4.20%); sustainability (4.20%); marketing 
(3.50%); innovation and creativity (2.10%); knowledge of 
market (2.10%); location (2.10%); good reputation 
(2.10%); take risks and seize opportunities (1.40%); 
pleasant working environment (1.40%); governance 
(1.40%); owner involvement (1.40%); record-keeping 
(1.40%); wealth management (1.40%); cash flow 
management (0.70%); community involvement (0.70%); 
uniqueness (0.70%); maximum production (0.70%). 
 
38.96% 
 
Non-financial  
93.86% 
 
 
 
 
 
 
 
 
Organisational 
culture  
Discipline, drive and determination (20.11%); trust and 
honesty (11.96%); hard work (10.87%); fairness (7.07%); 
flexibility (5.43%); teamwork (5.43%); open 
communication (4.89%); patience and understanding 
(4.89%); passion for the business (4.35%); accountability 
and reliability (3.26%); respect (3.26%); ethical behaviour 
(2.72%); loyalty (2.17%); focused (2.17%); a willingness 
to make sacrifices (2.17%); togetherness (2.17%); 
friendliness (1.63%); sense of ownership (1.63%); pride 
(1.63%); being valued (1.09%); common purpose 
(1.09%). 
50.14% 
Family  
Family-work boundary (27.03); supportive family and 
friends (24.32%); family ties (18.92%); trustworthiness of 
family (16.22%); strong family morals and values (5.41%); 
putting family first (5.41%); knowing the family's strengths 
and weaknesses (2.70%). 
10.08% 
Miscellaneous 
Independence (33.33%); faith (33.33%); privacy 
(33.33%). 
0.82% 
   
5.5.2 THE POSITIONING OF THE WORDS/PHRASES WHICH FAMILY 
BUSINESS OWNERS ASSOCIATED WITH BUSINESS SUCCESS 
 
From Table 5.12 it can be seen that ‘financial returns’ was the word/phrase recalled 
first most often (financial indicators; 7 times) by the family business owner 
participants in this study. The word/phrase recalled first the second-most often was 
‘hard work’ (organisational culture indicators; 6 times) and ‘trust and honesty’ 
(organisational culture indicators; 5 times) was the word/phrase recalled first the third 
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most times. In total 35.29 per cent of the family business owner participants 
mentioned one of these three words/phrases first when asked: ‘What comes to mind 
when thinking of a successful (family) business?’ 
 
‘Discipline, drive and determination’ (organisational culture indicators; 9 times), 
‘financial returns’ (financial indicators; 7 times) and ‘customer-focused’ (operational 
indicators, 6 times) were the words/phrases that were mentioned the most in second 
position. These three words/phrases totaled 43.14 per cent of the family business 
owner participants’ second responses when asked: ‘What comes to mind when 
thinking of a successful (family) business?’ 
 
The words/phrases that were mentioned the most in the third position were 
‘customer-focused’ (operational indicators, 5 times), financial returns’ (financial 
indicators; 4 times), and ‘trust and honesty’ (organisational culture indicators; 4 
times). In total 25.49 per cent of the family business owner participants mentioned 
one of these three words/phrases third when asked: ‘What comes to mind when 
thinking of a successful (family) business?’ 
 
Table 5.12:  Positioning of words/phrases recalled by family business owners 
 
Word/ 
phrase 
position 
Word/ 
phrase 
f 
Sub-
category 
Word/ 
phrase 
f 
Sub-
category 
Word/ 
phrase 
f 
Sub-
category 
First 
Financial 
returns 
7 Financial  Hard work 6 
Organi-
sational 
culture  
Trust and 
honesty 
5 
Organi-
sational 
culture  
Second 
Discipline, 
drive and 
deter-
mination 
9 
Organi-
sational 
culture  
Financial 
returns 
7 Financial  
Customer
-focused 
6 Operational  
Third 
Customer-
focused 
5 Operational  
Financial 
returns 
4 Financial  
Trust and 
honesty 
4 
Organi-
sational 
culture  
 
(f = frequency of words/phrases) 
 
 
136 
 
5.5.3 THE MOST FREQUENTLY RECALLED WORDS/PHRASES THAT FAMILY 
BUSINESS OWNERS ASSOCIATED WITH BUSINESS SUCCESS 
  
A summary of the 20 words/phrases most frequently recalled by family business 
owners is presented in Table 5.13. The remaining words/phrases can be found in 
Annexures B and C. The 20 most frequently recalled words/phrases came from four 
of five subcategories, namely: organisational culture, financial, operational and family 
indicators of success. The three most frequently recalled words/phrases in the 
organisational culture subcategory (taking up first, second and fourth place, 
respectively) were ‘discipline, drive and determination’ (37 times), ‘trust and honesty’ 
(22 times) and ‘hard work’ (20 times). The financial subcategory only had one 
word/phrase within the 20 most frequently recalled words/phrases, which was 
‘financial returns’ (20 times), this took third place. Taking fifth, sixth and seventh 
place, respectively, were the three most frequently recalled words/phrases from the 
operational subcategory. These words/phrases were ‘customer-focused’ (17 times), 
‘quality service’ (13 times) and ‘planning and goal setting’ (13 times). Only two 
words/phrases from the family subcategory are reported as most frequently occurring 
words/phrases in Table 5.13. These two words/phrases were ‘family-work boundary’ 
and ‘supportive family and friends’. ‘Family-work boundary’ (10 times) was the 12th-
most-frequently recalled word/phrase and ‘supportive family and friends’ (9 times) 
was the 15th-most-frequently recalled word/phrase. 
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Table 5.13:  Words/phrases most frequently recalled by family business 
owners 
 
No. Word/Phrase Category Subcategory f 
1 Discipline, drive and determination Non-financial Organisational culture  37 
2 Trust and honesty Non-financial Organisational culture  22 
3 Financial returns Financial Financial  20 
4 Hard work Non-financial Organisational culture  20 
5 Customer-focused Non-financial Operational  17 
6 Quality service Non-financial Operational  13 
7 Planning and goal setting Non-financial Operational  13 
8 Fairness Non-financial Organisational culture  13 
9 Effective management Non-financial Operational  10 
10 Flexibility Non-financial Organisational culture  10 
11 Teamwork Non-financial Organisational culture  10 
12 Family-work boundary Non-financial Family  10 
13 Strong customer base Non-financial Operational 9 
14 Open communication Non-financial Organisational culture  9 
15 Supportive family and friends Non-financial Family  9 
16 Patience and understanding Non-financial Organisational culture  9 
17 Human resource management Non-financial Operational  8 
18 Passion for the business Non-financial Organisational culture  8 
19 Succession Non-financial Operational  8 
20 Managing stakeholder relationships Non-financial Operational  7 
 
(f = frequency of words/phrases) 
 
5.6 COMPARISONS BETWEEN NON-FAMILY AND FAMILY BUSINESS 
OWNER PARTICIPANTS  
 
In addition to establishing the nature, frequencies and positioning of the 
words/phrases recalled by the participants in this study, a comparison between non-
family and family business owner participants was undertaken. This comparison was 
done to establish whether the meaning of success differed between these two 
sample groups. The results of these comparisons can be found in the subsections 
that follow.  
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5.6.1 THE NATURE OF THE WORDS/PHRASES THAT NON-FAMILY AND 
FAMILY BUSINESS OWNERS ASSOCIATED WITH BUSINESS SUCCESS 
 
From Table 5.14 it is evident that family business owners (93.86%) recalled more 
non-financial words/phrases than non-family business owners (91.19%) did. The 
majority of the non-financial words/phrases recalled by non-family business owners 
(65.01%) were in the operational subcategory, whereas the majority of 
words/phrases recalled by family business owners (50.14%) were in the 
organisational culture subcategory. Only non-family business owners generated 
words/phrases that were categorised as personal indicators of success. Family 
business owners (10.08%) recalled more words/phrases relating to family indicators 
than did non-family business owners (1.57%). Only 1.04 per cent of the non-family 
business owners’ and only 0.82 per cent of the family business owners’ recalled 
words/phrases that could not be categorised and were grouped as miscellaneous 
indicators. Only 8.81 per cent of the words/phrases recalled by non-family business 
owners were of a financial nature, whereas a mere 6.14 per cent of the 
words/phrases recalled by family business owners were financial in nature. 
 
Table 5.14:  A comparison of the nature of the words/phrases that non-family 
and family business owner participants recalled  
 
  
Non-family business 
owners  
Family business owners 
Total number of words/phrases 420 391 
Total number of participants 50 51 
Average number of words/phrases 8.40 7.67 
Categories  % f D % f D 
Financial 8.81 37 2 6.14 24 2 
Financial  100 37 2 100 24 2 
Non-financial 91.19 383 58 93.86 367 58 
Operational  65.01 249 30 38.96 143 27 
Organisational culture  31.85 122 21 50.14 184 21 
Family  1.57 6 3 10.08 37 7 
Personal  0.52 2 1 0 0 0 
Miscellaneous  1.04 4 3 0.82 3 3 
 
(f = frequency of words/phrases; D = Number of different words/phrases) 
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From the above it can be seen that differences in the nature of the words/phrases 
recalled between the non-family and family business owner sample groups exist. 
However, in order to determine if these differences were significant, Chi-square test 
(Chi2) for independence was undergone. Practical significance was determined 
through calculating Craemer’s V statistics (V).  
 
No statistically significant difference (Chi2 = 2.08, p = 0.15, V = n/a p > 0.05) is 
reported between the nature of the words/phrases generated by non-family and 
family business owners for the broad categories of words/phrases in this study (see 
Table 5.15). The Chi-square value is less than the critical value (df = 1; 3.84), hence 
one cannot reject the following null hypothesis: 
 
H01: There is no difference in the nature of the words/phrases generated by family 
and non-family business owners for the broad categories identified. 
 
Table 5.15:  A comparison of non-family and family business owners based on 
the broad categories 
 
  
Financial Non-financial Total 
f % f % f % 
Non-family business owners 37 8.81 383 91.19 420 100 
Family business owners 24 6.14 367 93.86 391 100 
Total 61 7.52 750 92.48 811 100 
 
Chi
2
 = 2.08, p = 0.15 (not statistically significant), V = n/a p > 0.05 
(f = frequency of words/phrases) 
 
Several authors however contend (Chrisman et al. 2010:12; Cater & Justis 2009:111; 
Short et al. 2009:12; Zellweger & Nason, 2009:203; Collins-Dodd et al., 2005:327-
342; Walker & Brown; 2004:558-577) that family businesses place much emphasis 
on non-financial indicators. To provide greater clarity on the meaning of success for 
family business owners it was therefore decided to further explore the subcategories 
within the broad non-financial category. A Chi-square test (Chi2) for independence 
and Craemer’s V statistics (V) were also calculated for the various subcategories 
within the non-financial category. This calculation was only done on three of the five 
subcategories, namely: operational, organisational culture and family indicators. 
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According to Cochran’s rule, only 20 per cent of the expected frequency cells are 
allowed to have a value of less than five (Coolican, 2014:503). Both the 
miscellaneous and personal subcategories reported expected frequencies of less 
than five. Because these two subcategories made up more than 20 per cent of the 
cells, they were eliminated from these tests.  
 
From Table 5.16 one can see that there is a significant difference (Chi2 = 63.37, p < 
0.0005, V = 0.29) in the nature of the words/phrases recalled by the non-family and 
family business owners in the non-financial subcategories. Craemer’s V statistic (V = 
0.29), however, implies that the difference is of small practical significance. The Chi-
square value is greater than the critical value (df = 2; 5.99), hence one can reject the 
null hypothesis in favor of the following alternative hypothesis: 
 
Ha1: There is a difference in the nature of the words/phrases generated by family 
and non-family business owners for the non-financial sub-categories 
identified. 
 
Table 5.16:  A comparison of non-family and family business owners based on 
the non-financial subcategories 
 
  
Operational  Organisational  Family  Total 
f % f % f % f % 
Non-family business owners 249 66.05 122 32.36 6 1.59 377 100 
Family business owners 143 39.29 184 50.55 37 10.16 364 100 
Total 392 52.90 306 41.30 43 5.80 741 100 
 
Chi
2
 = 63.37, p < 0.0005 (statistically significant), V = 0.29 (small practical significance) 
(f = frequency of words/phrases) 
 
It can be seen from Table 5.16 that more non-family business owners associated 
business success with operational indicators (66.05%) than did family business 
owners (39.29%). On the other hand, more family business owners associated 
business success with organisational culture (50.55%) and family (10.16%) 
indicators, than did non-family business owners (32.36 per cent and 1.59 per cent, 
respectively).  
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5.6.2 THE POSITIONING OF THE WORDS/PHRASES WHICH NON-FAMILY 
AND FAMILY BUSINESS OWNERS ASSOCIATED WITH BUSINESS 
SUCCESS 
 
‘Financial returns’ was the word/phrase recalled first the most times by the non-family 
business owner participants in this study. ‘Financial returns’ (financial indicators) was 
recalled the most in both first position (9 times) and second position (7 times) position 
by non-family business owner participants. By looking at the top three words/phrases 
recalled in first, second and third position by non-family business owners (a total of 
nine words/phrases), one can see that four were related to organisational culture 
indicators, three were related to operational indicators and two were related to 
financial indicators.  
 
From Table 5.17 it can be seen that ‘financial returns’ was also the word/phrase 
recalled first most often (financial indicators; 7 times) by the family business owner 
participants of this study. ‘Financial returns’ (financial indicators) was also recalled 
second-most often in second position (7 times), as well as second-most often in third 
position (4 times). By looking at the top three words/phrases recalled in first, second 
and third position by family business owners (a total of nine words/phrases), one can 
see that four were related to organisational culture indicators, three were related to 
financial indicators and two were related to operational indicators.  
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Table 5.17:  Positioning of words/phrases by non-family and family business 
owners 
  
Non-family business owners (50 participants) 
Word/ 
phrase 
position 
Word/ 
phrase 
f 
Sub-
category 
Word/ 
phrase 
f 
Sub-
category 
Word/ 
phrase 
f 
Sub-
category 
First 
Financial 
returns 
9 Financial  
Discipline, 
drive and 
deter-
mination 
7 
Organi-
sational 
culture  
Hard work 4 
Organi-
sational 
culture 
Second 
Financial 
returns 
7 Financial  
Quality 
service 
7 Operational  Hard work 4 
Organi-
sational 
culture  
Third 
Customer-
focused 
7 Operational  
Quality 
service 
4 Operational  
Discipline, 
drive and 
deter-
mination 
4 
Organi-
sational 
culture  
Family business owners (51 participants) 
Word/ 
phrase 
position 
Word/ 
phrase 
f 
Sub-
category 
Word/ 
phrase 
f 
Sub-
category 
Word/ 
phrase 
f 
Sub-
category 
First 
Financial 
returns 
7 Financial  Hard work 6 
Organi-
sational 
culture  
Trust and 
honesty 
5 
Organi-
sational 
culture 
Second 
Discipline, 
drive and 
deter-
mination 
9 
Organi-
sational 
culture  
Financial 
returns 
7 Financial  
Customer-
focused 
6 Operational  
Third 
Customer-
focused 
5 Operational  
Financial 
returns 
4 Financial  
Trust and 
honesty 
4 
Organi-
sational 
culture  
 
(f = frequency of words/phrases) 
 
From Table 5.17 it is evident that the words/phrases ‘financial returns’, ‘customer-
focused’, ‘discipline, drive and determination’ and ‘hard work’ were recalled in either 
first, second or third position by both non-family and family business owners. Based 
on the positioning of the words/phrases recalled by the participants one can see that 
both non-family and family business owners generated similar words/phrases when 
asked: ‘What comes to mind when thinking of a successful (family) business?’ 
However, from Table 5.17 one can see that non-family business owners recalled the 
word/phrase ‘quality service’ in either first, second or third position, whereas ‘quality 
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service’ was not recalled first, second or third by family business owners. Family 
business owners, however, recalled the word/phrase ‘trust and honesty’ either first, 
second or third, whereas non-family business owners did not recall this word/phrase 
in these positions. ‘Financial returns’ was the word/phrase recalled first the most 
times by both groups of participants. It is evident from Table 5.17 that most of the 
words/phrases recalled in first, second or third position were related to organisational 
culture indicators for both groups of participants.  
 
5.6.3 THE MOST FREQUENTLY RECALLED WORDS/PHRASES THAT NON-
FAMILY AND FAMILY BUSINESS OWNERS ASSOCIATED WITH 
BUSINESS SUCCESS 
 
In Table 5.18, a comparison of the 10 most frequently recalled words/phrases by 
non-family and family business owners is reported. Of the 10 most frequently recalled 
words/phrases by non-family business owner participants, three were recalled by 
more than 50 per cent of the participants. These three words/phrases were 
‘customer-focused’ (74%), ‘quality service’ (62%) and ‘discipline, drive and 
determination’ (54%). Of the 10 most frequently recalled words/phrases by family 
business owners only one word/phrase was recalled by more than 50 per cent of 
participants, namely ‘discipline, drive and determination’ (72.55%).  
 
Table 5.18:  A comparison of the top 10 words/phrases recalled by non-family 
and family business owners  
 
Non-family business owners (50 participants) 
No. Word/Phrase Category Subcategory f % 
1 Customer-focused Non-financial Operational  37 74 
2 Quality service Non-financial Operational  31 62 
3 
Discipline, drive and 
determination 
Non-financial Organisational culture  27 54 
4 Financial returns Financial Financial  24 48 
5 Effective management Non-financial Operational  24 48 
6 Planning and goal setting Non-financial Operational  19 38 
7 Hard work Non-financial Organisational culture  17 34 
8 Human resource management Non-financial Operational  15 30 
9 Cash flow management Non-financial Operational  15 30 
10 Financial security Financial Financial  13 26 
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Table 5.18:  A comparison of the top 10 words/phrases recalled by non-family 
and family business owners (continued) 
 
Family business owners (51 participants) 
No. Word/Phrase Category Subcategory f % 
1 
Discipline, drive and 
determination 
Non-financial Organisational culture  37 72.55 
2 Trust and honesty Non-financial Organisational culture  22 43.14 
3 Financial returns Financial Financial  20 39.22 
4 Hard work Non-financial Organisational culture  20 39.22 
5 Customer-focused Non-financial Operational  17 33.33 
6 Quality service Non-financial Operational  13 25.49 
7 Planning and goal setting Non-financial Operational  13 25.49 
8 Fairness Non-financial Organisational culture 13 25.49 
9 Effective management Non-financial Operational  10 19.61 
10 Flexibility Non-financial Organisational culture  10 19.61 
 
(f = frequency of words/phrases; percentages (%) calculated as 
f
/N) 
 
Seven of the 10 most frequently recalled words/phrases were the same for both the 
non-family and family business owner sample groups. However, ‘customer-focused’ 
(NFB = 74%; FB = 33.33%), ‘quality service’ (NFB = 62%; FB = 25.49%), ‘financial 
returns’ (NFB = 48%; FB = 39.22%), ‘effective management’ (NFB = 48%; FB = 
19.61%) and ‘planning and goal setting’ (NFB = 38%, FB = 25.49%) were recalled 
more frequently by non-family business owners than family business owners. Family 
business owners associated business success with ‘discipline, drive and 
determination’ (FB = 72.55%; NFB = 54%), as well as ‘hard work’ (FB = 39.22%; NFB 
= 34%) more so than non-family business owners.  
 
Non-family business owners also frequently associated business success with 
‘human resource management’ (30%), ‘cash flow management’ (30%) and ‘financial 
security’ (26%), whereas these words/phrases were not in the most frequently 
recalled by family business owners. Instead, family business owners were more likely 
to associate business success with words/phrases such as ‘trust and honesty’ 
(43.14%), ‘fairness’ (25.49%) and ‘flexibility’ (19.61%).  
 
The nature of the words/phrases recalled most frequently among non-family and 
family business owners came from different categories, as well as different 
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subcategories. From the 10 most frequently recalled words/phrases by non-family 
business owners, eight were non-financial in nature and two were financial. 
Moreover, six were operational, two were organisational culture and two were 
financial indicators. Similarly, from the 10 most frequently recalled words/phrases by 
family business owners, nine were non-financial in nature and one was financial. 
Moreover, five were organisational culture indicators, four were operational indicators 
and one was a financial indicator.  
 
Within the 10 most frequently recalled words/phrases, more non-family business 
owners recalled operational and financial indicators than family business owners. 
Therefore, from Table 5.18 one can see that four of the six operational indicators 
within the 10 most frequently recalled words/phrases by non-family business owners, 
were also recalled by the family business owners. The two operational indicators, 
‘human resource management’ and ‘cash flow management’, were recalled by non-
family business owners, but not by family business owners. Furthermore, from Table 
5.18 it is also clear that one of the two financial indicators within the 10 most 
frequently recalled words/phrases by non-family business owners was also recalled 
by the family business owners. The financial indicator, ‘financial security’, was 
recalled by non-family business owners, but not by family business owners. 
However, within the 10 most frequently recalled words/phrases, more family business 
owners recalled organisational culture indicators than non-family business owners 
did. From Table 5.18, it is evident that two of the five organisational culture indicators 
within the 10 most frequently recalled words/phrases by family business owners, 
were also recalled by the non-family business owners. The three organisational 
culture indicators, ‘trust and honesty’, ‘fairness’ and ‘flexibility’, were recalled by 
family business owners, but not by non-family business owners. 
 
5.7 DEMOGRAPHIC COMPARISONS FOR FAMILY BUSINESS OWNER 
PARTICIPANTS 
 
Based on the results presented above, it appears that some differences exist 
between the non-family and family business owner sample groups participating in 
this study with regard to the nature of the words/phrases recalled, the words/phrases 
recalled first, as well as the top 10 most frequently recalled words/phrases. Given the 
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objective of this study, the nature and positioning of the words/phrases recalled as 
well as the 10 most frequently recalled words/phrases by family business owners, 
were further investigated. This was to identify whether differences exist with regard to 
the meaning of family business success between family business owners of different 
genders and age categories.  
 
5.7.1 COMPARISONS BETWEEN FAMILY BUSINESS OWNER PARTICIPANTS 
OF DIFFERENT GENDERS 
 
Despite the sample being skewed towards male family business owners, a 
comparison between the female and male family business owner participants was 
undertaken. This comparison was done to establish whether the meaning of family 
business success differed between the genders. The results of these comparisons 
can be found in the subsections below.  
 
5.7.1.1 The nature of the words/phrases recalled by family business owners of 
different genders 
 
The vast majority of words/phrases recalled by both female (95.15%) and male 
(93.40%) family business owners were of a non-financial nature (see Table 5.19). 
Although the percentage of non-financial words/phrases recalled by these two groups 
is relatively close, the female participants recalled slightly more non-financial 
words/phrases than the male participants.  
 
With regard to both male (50.93%) and female (47.96%) participants, most of the 
non-financial words/phrases recalled were related to organisational culture and 
operational indicators (male = 41.26 per cent; female = 32.65 per cent). More 
females (19.39%) than males (6.69%) recalled family indicators within the non-
financial category, whereas only males (1.12%) recalled miscellaneous indicators 
within this category. The male participants (6.60%) recalled more financial indicators 
than the female participants (4.85%) did.  
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Table 5.19:  A comparison of the nature of the words/phrases that family 
business owner participants recalled based on gender 
 
  Females Males 
Total number of words/phrases 103 288 
Total number of participants 13 38 
Average number of words/phrases 7.92 7.58 
Categories  % f D % f D 
Financial 4.85 5 2 6.60 19 2 
Financial  100 5 2 100 19 2 
Non-financial 95.15 98 40 93.40 269 57 
Operational  32.65 32 17 41.26 111 27 
Organisational culture  47.96 47 17 50.93 137 21 
Family  19.39 19 6 6.69 18 6 
Miscellaneous  0 0 0 1.12 3 3 
 
(f = frequency of words/phrases; D = Number of different words/phrases) 
 
From Table 5.19 it can be seen that small differences in the nature of the 
words/phrases recalled between the female and male family business owners exist. 
However, the Chi-square test for independence to test whether these differences 
were significant could not be undertaken because the financial category did not meet 
the requirements of Cochran’s rule. Cochran’s rule states that only 20 per cent of the 
expected frequency cells are allowed to be less than five (Coolican, 2014:503), and 
as there are only two broad categories it would mean that 50 per cent had an 
expected frequency of less than five. In addition, Morien (2007:208) states that in 
order to do a Chi-square test one needs a table with at least two rows and two 
columns. Therefore, the Chi-square test was done on the subcategories within the 
non-financial category only.  The Chi-square test was only done on three of the four 
subcategories as the miscellaneous subcategory did not meet the requirements of 
Cochran’s rule either. 
 
From Table 5.20 it can be seen that a significant difference (Chi2 = 12.90, p < 0.002, 
V = 0.19) in the nature of the words/phrases recalled by the female and male family 
business owners in the non-financial subcategories exists. The Craemer’s V statistic 
(V = 0.19) implies that this difference is of small practical significance. The Chi-
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square value is greater than the critical value (df = 2; 5.99), hence one can reject the 
null hypothesis in favor of the following alternative hypothesis: 
 
Ha2: There is a difference in the nature of the words/phrases within the non-
financial category generated by female and male family business owners. 
 
Table 5.20:  A comparison of family business owners based on gender  
 
  
Operational Organisational Family Total 
f % f % f % f % 
Females  32 32.65 47 47.96 19 19.39 98 100 
Males 111 41.73 137 51.50 18 6.77 266 100 
Total 143 52.90 184 41.30 37 5.80 364 100 
 
Chi
2
 = 12.90, p < 0.002 (statistically significant), V = 0.19 (small practical significance) 
(f = frequency of words/phrases) 
 
It can be seen from Table 5.20 that more males associated family business success 
with organisational culture indicators (51.50%) and operational indicators (41.73%), 
than females (47.96 per cent and 32.65 per cent, respectively) did. However, more 
females (19.39%) than males (6.77%) associated family business success with 
family indicators of success.  
 
5.7.1.2 The positioning of the words/phrases based on gender 
 
It is evident from Table 5.21 that ‘discipline, drive and determination’ was the 
word/phrase recalled first most often by the female participants in this study. 
‘Discipline, drive and determination’ (organisational culture indicators) was recalled 
the most in both first position (2 times) and second position (2 times) by the female 
participants. By looking at the top three words/phrases recalled in first, second and 
third position by the female family business owners (a total of nine words/phrases), 
one can see that three were related to organisational culture indicators, three were 
related to financial indicators, two were related to operational indicators and one was 
related to family indicators.  
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From Table 5.21 it can be seen that ‘financial returns’ was the word/phrase recalled 
first the most times (financial indicators; 6 times) by the male participants in this 
study. ‘Financial returns’ (financial indicators) was also one of the words/phrases that 
were recalled most in second position (5 times), as well as in third position (3 times). 
By looking at the top three words/phrases recalled in first, second and third position 
by the male family business owners (a total of nine words/phrases), one can see that 
four were related to organisational culture indicators, three were related to financial 
indicators and two were related to operational indicators.  
 
Table 5.21:  Positioning of words/phrases by family business owners of 
different genders 
 
Females (13 participants) 
Word/ 
phrase 
position 
Word/ 
phrase 
f 
Sub-
category 
Word/ 
phrase 
f 
Sub-
category 
Word/ 
phrase 
f 
Sub-
category 
First 
Discipline, 
drive and 
deter-
mination 
2 
Organi-
sational 
culture  
Financial 
returns 
1 Financial  Hard work 1 
Organi-
sational 
culture  
Second 
Discipline, 
drive and 
deter-
mination 
2 
Organi-
sational 
culture  
Financial 
returns 
2 Financial  
Customer-
focused 
2 Operational  
Third 
Customer-
focused 
2 Operational  
Family-
work 
boundry 
2 Family  
Financial 
returns 
1 Financial  
Males (38 participants) 
Word/ 
phrase 
position 
Word/ 
phrase 
f 
Sub-
category 
Word/ 
phrase 
f 
Sub-
category 
Word/ 
phrase 
f 
Sub-
category 
First 
Financial 
returns 
6 Financial  Hard work 5 
Organi-
sational 
culture  
Trust and 
honesty 
5 
Organi-
sational 
culture  
Second 
Discipline, 
drive and 
deter-
mination 
7 
Organi-
sational 
culture  
Financial 
returns 
5 Financial  
Customer-
focused 
4 Operational  
Third Hard work 4 
Organi-
sational 
culture  
Customer-
focused 
3 Operational  
Financial 
returns 
3 Financial  
 
(f = frequency of words/phrases) 
 
From Table 5.21 it is evident that the words/phrases ‘discipline, drive and 
determination’, ‘financial returns’, ‘hard work’ and ‘customer-focused’ were recalled in 
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either first, second or third position by both female and male family business owners. 
However, based on the positioning of the words/phrases one can see that there are 
some differences in the words/phrases, among the female and male family business 
owners, when asked: ‘What comes to mind when thinking of a successful (family) 
business?’ Only the female family business owners recalled the word/phrase ‘family-
work boundary’ whereas only the male family business owners recalled the 
word/phrase ‘trust and honesty’. By looking at the top three words/phrases recalled in 
first, second and third position, one can see that for both groups of participants most 
(female), if not all (male), of the words/phrases generated related to organisational 
culture, financial and operational subcategories. The female family business owners, 
however, also recalled words/phrases from the family subcategory.  
 
5.7.1.3 Top 10 most frequently occurring words/phrases among family 
business owners of different genders 
 
In Table 5.22, a comparison of the 10 most frequently recalled words/phrases by the 
female and male family business owners is reported. Of the 10 most frequently 
recalled words/phrases by the female family business owners three were recalled by 
more than 50 per cent of the female family business owner participants. These three 
words/phrases were ‘family-work boundary’ (61.54%), ‘discipline, drive and 
determination’ (53.85%) and ‘hard work’ (53.85%). Of the 10 most frequently recalled 
words/phrases by the male family business owners only one word/phrase was 
recalled by more than 50 per cent of participants, namely ‘discipline, drive and 
determination’ (78.95%).  
 
The female family business owners mainly associated family business success with 
‘family-work boundary’ (61.54%), ‘discipline, drive and determination’ (53.85%), ‘hard 
work’ (53.85%), ‘trust and honesty’ (46.15%), ‘customer-focused’ (46.15%) and 
‘fairness’ (46.15%). The male family business owners mainly associated family 
business success with ‘discipline, drive and determination’ (78.95%), ‘trust and 
honesty’ (42.11%), ‘financial returns’ (42.11%), ‘hard work’ (34.21%), ‘quality service’ 
(31.58%) and ‘customer-focused’ (28.95%).  
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Table 5.22:  A comparison of the top 10 words/phrases recalled by family 
business owners based on gender 
 
Females (13 participants) 
No. Word/Phrase Category Subcategory f % 
1 Family-work boundary Non-financial Family  8 61.54 
2 
Discipline, drive and 
determination 
Non-financial Organisational culture  7 53.85 
3 Hard work Non-financial Organisational culture  7 53.85 
4 Trust and honesty Non-financial Organisational culture  6 46.15 
5 Customer-focused Non-financial Operational  6 46.15 
6 Fairness Non-financial Organisational culture  6 46.15 
7 Effective management Non-financial Operational  5 38.46 
8 Financial returns Financial Financial  4 30.77 
9 Planning and goal setting Non-financial Operational  4 30.77 
10 Strong customer base Non-financial Operational  4 30.77 
Males (38 participants) 
No. Word/Phrase Category Subcategory f % 
1 
Discipline, drive and 
determination 
Non-financial Organisational culture  30 78.95 
2 Trust and honesty Non-financial Organisational culture  16 42.11 
3 Financial returns Financial Financial  16 42.11 
4 Hard work Non-financial Organisational culture  13 34.21 
5 Quality service Non-financial Operational  12 31.58 
6 Customer-focused Non-financial Operational  11 28.95 
7 Planning and goal setting Non-financial Operational  9 23.68 
8 Flexibility Non-financial Organisational culture  9 23.68 
9 Teamwork Non-financial Organisational culture  9 23.68 
10 Human resource management Non-financial Operational  8 21.05 
 
(f = frequency of words/phrases; percentages (%) calculated as 
f
/N) 
 
Six of the 10 most frequently recalled words/phrases were recalled by both the 
female and male family business owners. However, ‘hard work’ (females = 53.85%; 
males = 34.21%), ‘trust and honesty’ (females = 46.15%; males = 42.11%), 
‘customer-focused’ (females = 46.15%; males = 28.95%), and ‘planning and goal 
setting’ (females = 30.77%; males = 23.68%) were recalled more frequently by 
female family business owners than male family business owners. Male family 
business owners associated family business success with ‘discipline, drive and 
determination’ (males = 78.95%; females = 53.85%), as well as ‘financial returns’ 
(males = 42.11%; females = 30.77%) more so than female family business owners.  
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In addition, only female family business owners frequently associated family business 
success with ‘family-work boundary’ (61.54%), ‘fairness’ (46.15%), ‘effective 
management’ (38.46%) and ‘strong customer base’ (30.77%). Furthermore, only 
male family business owners frequently associated family business success with 
‘quality service’ (31.58%), ‘flexibility’ (23.68%), ‘teamwork’ (23.68%) and ‘human 
resource management’ (21.05%).  
 
The nature of the words/phrases recalled most frequently among the female and 
male family business owners came from different categories, as well as different 
subcategories. From the 10 most frequently recalled words/phrases nine were non-
financial in nature and one was financial in nature, for both the female and male 
family business owners. Moreover, with regard to the words/phrases recalled by the 
female family business owners, four were from the organisational culture, four were 
from the operational, one was from the financial and one was from the family 
subcategory. By comparison, with regard to the words/phrases recalled by the male 
family business owners, five were from the organisational culture, four were from the 
operational and one was from the financial subcategory. 
 
Within the 10 most frequently recalled words/phrases, more male family business 
owners recalled organisational culture indicators than female family business owners. 
Therefore, from Table 5.22 one can see that three of the five organisational culture 
indicators within the 10 most frequently recalled words/phrases by the male family 
business owners, were also recalled by the female family business owners 
(‘discipline, drive and determination’, ‘trust and honesty’ and ‘hard work’). Both 
groups of family business owners recalled four operational indicators of which only 
two were the same (‘customer-focused’ and ‘planning and goal setting’). The financial 
indicator recalled most frequently by both groups of family business owners was the 
same (‘financial returns’).  
 
5.7.2 COMPARISONS BETWEEN FAMILY BUSINESS OWNER PARTICIPANTS 
FROM DIFFERENT AGE CATEGORIES 
 
According to Klein et al. (2014:1), Linskell (2008:3) and Shilepsky (2007), age 
discrimination is a major issue in businesses, especially for employees aged 40 
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years or older. Despite the sample being skewed towards family business owners 
over the age of 40 years, a comparison between participants aged 40 years and 
under and over 40 years was undertaken. The comparison was done to establish 
whether the meaning of family business success differed between these two age 
categories. The results of these comparisons can be found in the subsections to 
follow below.  
 
5.7.2.1  The nature of the words/phrases recalled by family business owners 
from different age categories 
 
Most of the words/phrases recalled by both family business owners aged 40 years 
and under (95.24%) and over 40 years (93.21%) were of a non-financial nature (see 
Table 5.23). Although the percentage of non-financial words/phrases recalled by 
these two age categories is relatively close, the participants aged 40 years and under 
recalled slightly more non-financial words/phrases than the participants aged over 40 
years.  
 
With regards to participants aged 40 years and under (54.17%) and over 40 years 
(48.18%), most of the non-financial words/phrases recalled related to organisational 
culture and operational (34.17 per cent and 41.30 per cent, respectively) indicators of 
success. More participants aged 40 years and under recalled family indicators 
(10.83%) and miscellaneous indicators (0.83%) than participants aged over 40 years 
who recalled 9.72 and 0.81 per cent for these categories, respectively, within the 
non-financial category. The participants aged over 40 years (6.79%) recalled more 
financial indicators (financial category) than the participants aged 40 years and under 
(4.76%) did.  
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Table 5.23:  A comparison of the nature of the words/phrases that family 
business owner participants recalled based on age 
 
  40 years and under Over 40 years 
Total number of words/phrases 126 265 
Total number of participants 17 34 
Average number of words/phrases 7.41 7.79 
Categories  % f D % f D 
Financial 4.76 6 1 6.79 18 2 
Financial  100 6 1 100 18 2 
Non-financial 95.24 120 46 93.21 247 47 
Operational  34.17 41 19 41.30 102 26 
Organisational culture  54.17 65 19 48.18 119 21 
Family  10.83 13 7 9.72 24 6 
Miscellaneous  0.83 1 1 0.81 2 2 
 
(f = frequency of words/phrases; D = Number of different words/phrases) 
 
From above it can be seen that small differences in the nature of the words/phrases 
recalled between the family business owners aged 40 years and under and over 40 
years exist. However, in order to determine if these differences were significant a 
Chi-square test (Chi2) for independence was undertaken. Practical significance was 
determined through calculating Craemer’s V statistic (V).  
 
No statistically significant difference (Chi2 = 0.61, p = 0.434, V = n/a p > 0.05) was 
reported between the two age categories of the family business owners for the broad 
categories (see Table 5.24). The Chi-square value is less than the critical value (df = 
1; 3.84), hence one cannot reject the following null hypothesis: 
 
H03: There is no difference in the nature of the words/phrases in the broad 
category generated by family business owners aged 40 years and under and 
those over the age of 40 years. 
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Table 5.24:  A comparison of family business owners based on age  
 
  
Financial Non-financial Total 
f % f % f % 
40 years and under 6 4.76 120 95.24 126 100 
Over 40 years 18 6.79 247 93.21 265 100 
Total 24 6.14 367 93.86 391 100 
 
Chi
2
 = 0.61, p = 0.434 (not statistically significant), V = n/a p > 0.05 
(f = frequency of words/phrases) 
 
Given the importance of non-financial goals to family businesses (Chrisman et al. 
2010:12; Cater & Justis 2009:111; Short et al. 2009:12; Zellweger & Nason, 
2009:203; Collins-Dodd et al., 2005:327-342; Walker & Brown; 2004:558-577) and to 
provide greater clarity on the meaning of family business success for family business 
owners it was decided to further explore the subcategories within this broad non-
financial category. A Chi-square test (Chi2) for independence and Craemer’s V 
statistics (V) were also calculated for the various subcategories within the non-
financial category. This calculation was only done on three of the four subcategories, 
namely: operational, organisational culture and family. Miscellaneous indicators of 
success reported expected frequencies of less than five. Because this subcategory 
made up more than 20 per cent of the cells, it was eliminated from these tests 
(Coolican, 2014:503).  
 
No statistically significant difference (Chi2 = 1.73, p = 0.421, V = n/a p > 0.05) was 
reported between the two age categories of the family business owner participants 
for the non-financial subcategories (see Table 5.25). The Chi-square value was less 
than the critical value (df = 2; 5.99), hence one cannot reject the following null 
hypothesis: 
 
H03: There is no difference in the nature of the words/phrases in the non-financial 
subcategory generated by family business owners aged 40 years and under 
and those over the age of 40 years. 
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Table 5.25:  A comparison of family business owners based on age  
 
  
Operational Organisational Family Total 
f % f % f % f % 
40 years and under 41 34.45 65 54.62 13 10.92 119 100 
Over 40 years 102 41.63 119 48.57 24 9.80 245 100 
Total 143 39.29 184 50.55 37 10.16 364 100 
 
Chi
2
 = 0.61, p = 0.434 (not statistically significant), V = n/a p > 0.05 
(f = frequency of words) 
 
5.7.2.2 The positioning of the words/phrases based on age 
 
It is evident from Table 5.26 that ‘hard work’ was the word/phrase recalled first the 
most times (organisational culture indicators; 4 times) by the family business owners 
aged 40 years and under in this study. ‘Hard work’ (organisational culture indicators) 
was also one of the words/phrases that were recalled most in second position (2 
times), as well as in third position (2 times). By looking at the top three 
words/phrases recalled in first, second and third position by the family business 
owners aged 40 years and under (a total of nine words/phrases), one can see that 
five were related to organisational culture indicators, three were related to financial 
indicators, one was related to operational indicators and one was related to family 
indicators.  
 
From Table 5.26 it can be seen that ‘financial returns’ was the word/phrase recalled 
first the most times (financial indicators; 5 times) by the family business owners aged 
over 40 years in this study. ‘Financial returns’ (financial indicators) was also one of 
the words/phrases that were recalled most in second position (5 times), as well as in 
third position (3 times). By looking at the top three words/phrases recalled in first, 
second and third position by the family business owners aged over 40 years (a total 
of nine words/phrases), one can see that four were related to organisational culture 
indicators, three were related to financial indicators and two were related to 
operational indicators.  
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Table 5.26:  Positioning of words/phrases by family business owners from 
different age categories 
 
40 years and under (17 participants) 
Word/ 
phrase 
position 
Word/ 
phrase 
f 
Sub-
category 
Word/ 
phrase 
f 
Sub-
category 
Word/ 
phrase 
f 
Sub-
category 
First Hard work 4 
Organi-
sational 
culture  
Financial 
returns 
2 Financial  
Trust and 
honesty 
1 
Organi-
sational 
culture  
Second 
Discipline, 
drive and 
deter-
mination 
5 
Organi-
sational 
culture  
Financial 
returns 
2 Financial  Hard work 2 
Organi-
sational 
culture  
Third 
Customer
-focused 
2 Operational  Hard work 2 
Organi-
sational 
culture  
Financial 
returns 
1 Financial  
Over 40 years (34 participants) 
Word/ 
phrase 
position 
Word/ 
phrase 
f 
Sub-
category 
Word/ 
phrase 
f 
Sub-
category 
Word/ 
phrase 
f 
Sub-
category 
First 
Financial 
returns 
5 Financial  
Trust and 
honesty 
4 
Organi-
sational 
culture  
Teamwork 4 
Organi-
sational 
culture 
Second 
Financial 
returns 
5 Financial  
Customer
-focused 
5 Operational  
Discipline, 
drive and 
deter-
mination 
4 
Organi-
sational 
culture  
Third 
Customer
-focused 
3 Operational  
Financial 
returns 
3 Financial  
Trust and 
honesty 
3 
Organi-
sational 
culture  
 
(f = frequency of words/phrase) 
 
From Table 5.26 it is evident that the words/phrases ‘discipline, drive and 
determination’, ‘customer-focused’, ‘financial returns’ and ‘trust and honesty’ were 
recalled in either first, second or third position by both family business owners aged 
40 years and under and over 40 years. However, based on the positioning of the 
words/phrases one can see that there are some differences in the words/phrases 
recalled first between the family business owners aged 40 years and under and 
those over 40 years of age, when asked: ‘What comes to mind when thinking of a 
successful (family) business?’ Family business owners aged 40 years and under 
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recalled the word/phrase ‘hard work’ first the most times, second the third most 
times, and third the second-most times. Family business owners aged over 40 years 
did not recall ‘hard work’ in the first, second or third positions. Family business 
owners over the age of 40 years recalled the word/phrase ‘teamwork’ first, the third 
most times, whereas ‘teamwork’ was not recalled in first, second or third position by 
the participants under the age of 40 years. By looking at the top three words/phrases 
recalled in first, second and third position, one can see that for both groups of 
participants all of the words/phrases came from the organisational culture, financial 
and operational subcategories.  
 
5.7.2.3 Top 10 most frequently occurring words/phrases among family 
business owners from different age categories 
 
In Table 5.27, a comparison of the 10 most frequently recalled words/phrases by the 
family business owners aged 40 years and under and over 40 years is reported. Of 
the 10 most frequently recalled words/phrases by the family business owners aged 
40 years and under two were recalled by more than 50 per cent of the family 
business owner participants aged 40 years and under. These two words/phrases 
were ‘hard work’ (76.47%) and ‘discipline, drive and determination’ (70.59%). Of the 
10 most frequently recalled words/phrases by the family business owners aged over 
40 years only one word/phrase was recalled by more than 50 per cent of participants, 
namely ‘discipline, drive and determination’ (73.53%).  
 
The family business owners aged 40 years and under mainly associated family 
business success with ‘hard work’ (76.47%), ‘discipline, drive and determination’ 
(70.59%), ‘trust and honesty’ (35.29%), ‘financial returns’ (35.29%), ‘planning and 
goal setting’ (29.41%) and ‘supportive family and friends’ (29.41%). The family 
business owners aged over 40 years mainly associated family business success with 
‘discipline, drive and determination’ (73.53%), ‘trust and honesty’ (47.06%), ‘financial 
returns’ (41.18%), ‘customer-focused’ (38.24%), ‘fairness’ (26.47%) and ‘quality 
service’ (26.47%).  
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Table 5.27:  A comparison of the top 10 words/phrases recalled by family 
business owners from different age categories 
 
40 years and under (17 participants) 
No. Word/Phrase Category Subcategory f % 
1 Hard work Non-financial Organisational culture  13 76.47 
2 
Discipline, drive and 
determination 
Non-financial Organisational culture  12 70.59 
3 Trust and honesty Non-financial Organisational culture  6 35.29 
4 Financial returns Financial Financial  6 35.29 
5 Planning and goal setting Non-financial Operational  5 29.41 
6 Supportive family and friends Non-financial Family  5 29.41 
7 Fairness Non-financial Organisational culture  4 23.53 
8 Customer-focused Non-financial Operational  4 23.53 
9 Open communication Non-financial Organisational culture  4 23.53 
10 Effective management Non-financial Operational  4 23.53 
Over 40 years (34 participants) 
No. Word/Phrase Category Subcategory f % 
1 
Discipline, drive and 
determination 
Non-financial Organisational culture  25 73.53 
2 Trust and honesty Non-financial Organisational culture  16 47.06 
3 Financial returns Financial Financial  14 41.18 
4 Customer-focused Non-financial Operational  13 38.24 
5 Fairness Non-financial Organisational culture  9 26.47 
6 Quality service Non-financial Operational  9 26.47 
7 Planning and goal setting Non-financial Operational  8 23.53 
8 Family-work boundary Non-financial Family  8 23.53 
9 Hard work Non-financial Organisational culture  7 20.59 
10 Teamwork Non-financial Organisational culture  7 20.59 
 
(f = frequency of words/phrases; percentages (%) calculated as 
f
/N) 
 
Seven of the 10 most frequently recalled words/phrases were recalled by both the 
family business owners aged 40 years and under and over 40 years. However, ‘hard 
work’ (40 years and under = 76.47%; over 40 years = 20.59%) and ‘planning and 
goal setting’ (40 years and under = 29.41%; over 40 years = 23.53%) were recalled 
more frequently by family business owners aged 40 years and under than family 
business owners aged over 40 years. Family business owners aged over 40 years 
associated family business success with ‘discipline, drive and determination’ (over 40 
years = 73.53%; 40 years and under = 70.59%), ‘trust and honesty’ (over 40 years = 
47.06%; 40 years and under = 35.29%), ‘financial returns’ (over 40 years = 41.18%; 
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40 years and under = 35.29%), ‘customer-focused’ (over 40 years = 38.24%; 40 
years and under = 23.53%), and ‘fairness’ (over 40 years = 26.47%; 40 years and 
under = 23.53%), more so than family business owners aged 40 years and under. 
‘Hard work’ was the most frequently recalled word/phrase for the family business 
owners aged 40 years and under (76.47%), whereas it was only the ninth most 
frequently recalled word/phrase for the family business owners over 40 years 
(20.59%). 
  
In addition, family business owners aged 40 years and under frequently associated 
family business success with ‘supportive family and friends’ (29.41%), ‘open 
communication’ (23.53%) and ‘effective management’ (23.53%), whereas these 
words/phrases were not among the top 10 recalled by family business owners aged 
over 40 years. Family business owners aged over 40 years associated family 
business success with ‘quality service’ (26.47%), ‘family-work boundary’ (23.53%) 
and ‘teamwork’ (20.59%), whereas these words/phrases were not among the top 10 
recalled by family business owners aged 40 years and under. 
 
The nature of the words/phrases recalled most frequently (top 10) among the family 
business owners aged 40 years and under and over 40 years came from different 
categories, as well as different subcategories. From the 10 most frequently recalled 
words/phrases nine were non-financial in nature and one was financial in nature, for 
both the family business owners aged 40 years and under and over 40 years. 
Moreover, with regard to the words/phrases recalled by both the family business 
owners aged 40 years and under and over 40 years, five were from the 
organisational culture, three were from the operational, one was from the financial 
and one was from the family subcategories.  
 
Within the 10 most frequently recalled words/phrases, both the family business 
owners aged 40 years and under and over 40 years recalled five organisational 
culture indicators, of which four were the same for both groups (‘discipline, drive and 
determination’, ‘trust and honesty’, ‘fairness’ and ‘hard work’). Both groups of family 
business owners recalled three operational indicators of which only two were the 
same (‘customer-focused’ and ‘planning and goal setting’). The financial indicator 
recalled most frequently by both groups of family business owners was the same 
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(‘financial returns’). By comparison, the family business owners aged 40 years and 
under recalled the family indicator ‘supportive family and friends’ and the family 
business owners aged over 40 years recalled the family indicator ‘family-work 
boundary’.  
 
5.8 SUMMARY 
 
Firstly, the chapter reported on the results of the word association tests of the small 
business owners as a whole. This was then categorised into non-family and family 
business owner participants. Moreover, the nature and position of the words/phrases 
recalled and the most frequently occurring words/phrases recalled were analysed 
and reported on for the three groups of participants. This was followed by a 
comparison of the results between the non-family and family business owner 
participants. In order to determine if the differences found in the nature of the 
words/phrases reported by the two groups of participants were significant, Chi-
square tests for independence have been undertaken, and practical significance was 
determined by means of Craemer’s V statistics.  
 
The family business owner participants were further investigated to determine 
whether any differences exist among them, based on gender and age. These 
differences were also reported on based on the nature and position of the 
words/phrases recalled and the most frequently occurring words/phrases recalled.  
 
In Chapter 6, the concluding chapter of this study, an overview of the preceding 
chapters, as well as interpretations of the results can be found. Recommendations 
and conclusions will be made based on the literature review and data analysis. The 
contributions and limitations of the study will be identified and discussed. 
Recommendations for future research will also be made.  
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CHAPTER 6 
 
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 
 
6.1 INTRODUCTION 
 
In Chapter 5, the empirical results were presented. Chapter 6 is the final chapter of 
this study and will provide an overview of the study as a whole as well as a summary 
and interpretation of the most significant findings. Implications and recommendations 
will be provided and the contributions of this study will be highlighted. Finally the 
limitations of the study will be addressed and recommendations for future research 
will be put forward.  
 
6.2 OVERVIEW OF STUDY 
 
Chapter 1 introduced the study by providing an introduction and background for the 
topic being researched. Thereafter the chapter made reference to the problem 
statement as well as to the purpose and the research objectives of the study. A lack 
of consensus on how success is measured or defined in the field of family business 
was identified as the main problem in this study. The purpose was therefore to 
determine the perception of success in the eyes of family business owners – the 
reasoning being that if the perceptions of success could be determined, a workable 
definition of the concept could be formulated for family business owners to use in 
guiding their goal setting and future strategic planning. Better strategic focus and 
planning could reduce the likelihood of family business failure and ultimately improve 
South Africa’s economic wellbeing. The primary and secondary objectives were 
formulated against this background. 
 
The primary objective of this study was to establish the perceptions of the concept of 
‘success’ among family business owners. To give effect to this primary objective, the 
following secondary research objectives (SOs) were identified: 
 
SO1:  To undertake a theoretical investigation into the nature and importance of 
SMEs and family businesses, as well as the challenges they face. 
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SO2:  To undertake a theoretical investigation into the nature and importance of 
success, as well as the indicators of success among family and non-family 
businesses. 
 
SO3:  To describe the research design and methodology used in conducting this 
study. 
 
SO4:  To develop a coding system for identifying underlying themes in the 
words/phrases generated by the word association tests. 
 
SO5:  To establish and compare the perception of success held by family and non-
family business owners by undertaking a word association test. 
 
SO6:  To provide recommendations to both family business owners and 
researchers based on the findings of this study. 
 
Based on the aforementioned objectives, the research questions and hypotheses 
which the study aimed to address were also presented in Chapter 1. Thereafter, the 
secondary and primary research methods were introduced and the scope and 
demarcation as well as the significance of the study were outlined. This was followed 
by defining the most important concepts used and the chapter concluded with an 
outline of the structure of the study.  
 
The focus of Chapter 2 was on the nature and importance of SMEs in general and of 
family businesses in particular. No universally agreed-upon definition of an SME 
exists, so for the purpose of this study, an SME was defined as a business that 
employs more than five but fewer than 200 employees. Despite the fact that no 
universal definition of an SME exists, SMEs are known worldwide for their important 
role in economic development as they reduce poverty, represent a significant source 
of employment and generate large domestic and export earnings. Because this study 
focused specifically on the small business section of SMEs, a small business was 
referred to as a business that does not employ more than 50 full-time employees and 
has been in operation for at least one year. 
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As is the case when defining an SME, there is no agreed-upon definition of a family 
business. For the purpose of this study, a family business was defined as a business 
where at least two family members work in the business, the family owns more than 
a 50 per cent share in the business and the family is planning to hand down the 
business to the next generation. It was also noted in Chapter 2 that family 
businesses all around the world have been outperforming their non-family 
competitors. It was further observed that throughout economic history, family 
businesses have steered economic development unlike any other type of business; 
they are well known for their contribution to economic development, the general 
health and welfare of economies as well as job creation. 
 
To enhance an understanding of the unique nature of family businesses, Chapter 2 
also discussed the term “family”, the three-circle model of family business and the 
difference between family and non-family businesses. For the purpose of this study, 
a family was referred to as any group of persons who are related to one another by 
means of a blood or legal bond, where a legal bond refers to marriage, adoption, a 
step family or a foster family.  
 
Chapter 2 also looked at the challenges facing both SMEs and family businesses. 
The main challenges facing SMEs were identified as trouble in accessing markets, 
complexity in developing strong relationships with customers, a shortage of secured 
funds, difficulty in obtaining credit, low production capacity, problems in finding 
appropriate technology, lack of recognition for the role they play in economic 
development, unavailability of skilled management, difficulty in attracting and 
retaining skilled employees, and obligation to comply with the numerous legislative 
requirements of the country. In addition to the aforementioned, small family 
businesses face challenges such as resistance to change, lack of proper succession 
planning, anxiety regarding the passing on of the business to the next generation, 
hiring non-family employees, nepotism, family members thinking it is their birthright to 
be employed, parents getting caught in the trap of wanting to help their children, 
sibling rivalry, and confusion surrounding the definition of success due to its complex 
and multifaceted nature. On completion of Chapter 2, the first secondary objective 
was attained.  
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In Chapter 3, success from a general as well as from a business perspective was 
defined. It was established that success is an abstract term, and because it quite 
often has different meanings for different people, it becomes difficult and complex to 
determine what success truly means. For the purpose of this study, success in 
general was defined as experiencing a feeling of personal satisfaction, owning 
material belongings, gratifying one’s mission in life or achieving a desired aim. From 
a business perspective, success was defined as continued business operations, 
making a generous profit, having a loyal customer base and attaining the goals set 
for the business. The meaning of success in the literature and as interpreted by 
several studies covering various circumstances was also established in this chapter.  
 
In Chapter 3 it became clear that success is understood or interpreted in terms of 
certain success criteria and indicators of success. For the purpose of this study, 
success criteria and indicators of success were used interchangeably, and referred to 
the standards by which judgements are made on whether an outcome has been 
achieved or not. The achievement of goals was also found to be a significant 
indicator of success. Therefore, the importance and definition of goals, the difference 
between financial and non-financial goals as well as goals in family businesses were 
elaborated on. In success literature, researchers often referred to the requirements 
for success. Therefore, various general, family and family business requirements for 
success were also highlighted in Chapter 3. The chapter concluded by discussing 
how the meaning of success varies depending on an individual’s age and gender. 
This information was then used to formulate several hypotheses for statistical testing. 
On completion of Chapter 3, the next secondary objective (SO2) was achieved.  
 
Chapter 4 described and motivated the research design and methodology adopted 
for this study. The discussion included a description of the various research 
paradigms, methodologies and methods. This study made use of a qualitative 
research design by implementing an interpretivistic paradigm and methodology. For 
the purpose of this study, a mixed methodology was adopted, as the data was 
collected using a qualitative method but analysed using a quantitative method. More 
specifically, a qualitative mixed research methodology was adopted as it was 
qualitative dominant. This study used a free word association test, which is a 
qualitative projective technique, to collect the data which was then analysed by 
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means of summative manifest content analysis, which is a quantitative research 
method. 
 
Chapter 4 also elaborated on the secondary and primary methods of data collection. 
Specific attention was given to the population, the sample and sampling technique 
used this study. Convenience sampling was used to identify the business owners 
who undertook the word association tests. Thereafter, the research instrument and 
the validity and reliability assessments were described. Methods of ensuring the 
validity of this study were presented as theoretical, data, investigator and 
methodological triangulation. Credibility, transferability, dependability, confirmability 
and authenticity were discussed as criteria for determining the reliability of this study. 
Chapter 4 also described the coding of the data and the development of the coding 
framework. In addition, the calculations undertaken to analyse the data were 
elaborated on.  Chapter 4 concluded by describing the various ethical considerations 
of this study, with specific reference to informed consent, privacy and anonymity. On 
completion of Chapter 4, the third and fourth secondary objectives were achieved.  
 
In Chapter 5 the empirical results were presented, commencing with a short profile of 
the participants. Two groups of participants took part in the word association tests, 
namely small non-family business owner and small family business owner 
participants. The majority of small non-family business owner participants were male, 
with most being from the White ethnic group. Just over half of the participants had a 
tertiary qualification and most were over the age of 40 years. The majority of the 
small family business owner participants were also male and from the White ethnic 
group. The majority of participants had no tertiary qualification and most were over 
the age of 40 years. 
 
Thereafter, Chapter 5 reported on the results of the word association tests 
undertaken by the small non-family and small family business owner participants. 
The fifth secondary objective of this study was thus achieved in Chapter 5. The 
nature and position of the words/phrases recalled and the most frequently occurring 
words/phrases recalled were analysed and reported on. Chapter 5 also compared 
the results of the word association tests to determine whether differences existed 
between the words/phrases recalled by the two sample groups. To determine 
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whether these differences were significant, Chi-square statistics were calculated to 
ascertain statistical significance and Craemer’s V statistics established practical 
significance. In addition, the nature, position and most frequently recalled 
words/phrases by family business owners were further investigated to identify 
differences between family business owners of different genders and age categories. 
Chi-square statistics and Craemer’s V statistics were also used to establish these 
differences. The key findings identified in Chapter 5 will be summarised and 
interpreted in the sections to follow. By determining the perception that family 
business owners have of success and comparing these to the perceptions of non-
family business owners, the fifth secondary as well as the primary objective of this 
study was achieved.  
 
From the overview provided above it can be seen that the primary and secondary 
objectives of this study have been achieved. Table 6.1 summarises these objectives 
and indicates in which chapters they were achieved. 
 
Table 6.1:  Evidence of achievement of objectives 
 
Objectives achieved 
Relevant 
chapters/annexures 
SO1: To undertake a theoretical investigation into the nature and 
importance of SMEs and family businesses, as well as the 
challenges they face. 
Chapter 2 
SO2: To undertake a theoretical investigation into the nature and 
importance of success, as well as the indicators of success among 
family and non-family businesses. 
Chapter 3 
SO3: To describe the research design and methodology used in 
conducting this study. 
Chapter 4 
SO4: To develop a coding system for identifying underlying themes 
in the words/phrases generated by the word association tests. 
Chapter 4, Annexure 
B and Annexure C 
SO5: To establish and compare the perception of success held by 
family and non-family business owners by undertaking a word 
association test. 
Chapter 5 
SO6: To provide recommendations to both family business owners 
and researchers based on the findings of this study.  
Chapter 6 
Primary objective: To establish the perceptions of the concept of 
‘success’ among family business owners. 
Chapter 1 to 6 
 
(Source: Researcher’s own construction) 
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6.3  SUMMARY AND INTERPRETATION OF KEY FINDINGS 
 
This section will highlight the key findings from the free word association tests 
undertaken by the participants in this study. 
  
6.3.1 FINDINGS RELATING TO NON-FAMILY BUSINESS OWNER 
PARTICIPANTS 
 
By means of the word association test 420 words/phrases were generated by the 50 
non-family business owner participants in this study. The vast majority (91.19%) of 
these words/phrases were non-financial in nature. Within the broad non-financial 
category 58 different words/phrases were generated.  Of the words/phrases in the 
broad financial category only two different financial indicators were recalled. Given 
that the literature reviewed in Chapter 3 suggests that business owners mainly 
associate success with financial performance (Chrisman et al., 2004:338; Walker & 
Brown, 2004:577), it is somewhat surprising that the non-family business owners 
participating in this study mostly associated success with words/phrases of a non-
financial nature. 
 
In the broad non-financial category, the majority of non-family business owners 
mostly associated success with operational or organisational culture indicators of 
success. As such, these participants associated business success with undertaking 
specific actions or with certain knowledge requirements as well as with certain values 
being present in the business. The non-family business owner participants 
associated success with 30 different operational indicators, the most frequently 
recalled being ‘customer-focused’, ‘quality service’ and ‘effective management’. 
Within the broad non-financial category, success was also to a lesser degree 
associated with organisational culture with 21 different organisational culture 
indicators being recalled. The words/phrases ‘discipline, drive and determination’, 
‘hard work’ and ‘trust and honesty’ were recalled the most times in this subcategory. 
Of all the words generated, ‘discipline, drive and determination’ was recalled the 
third-most often. Despite the fact that the vast majority of non-family business owners 
associated success with words/phrases of a non-financial nature, the word/phrase 
‘financial returns’ (financial indicator) was most often recalled first and second. In 
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addition, the words/phrases ‘financial returns’ and ‘financial security’ were the fourth 
and tenth most frequently recalled words/phrases respectively. 
.  
It can be concluded that the perceptions of success held by the non-family business 
owner participants in this study are in line with the literature on success. In summary, 
a successful small business was perceived by the non-family business owner 
participants as one that is customer-focused, provides quality service and is 
characterised by discipline, drive and determination. This perception corresponds 
with literature which suggests that an increased customer base (Alter, 2014; Vilkinas 
et al., 2011:8; Brown & Clinton, 2010:6; Karami, 2007:125) and high quality products 
and services (Coleman et al., 2008:98; Elate, 2007; Karami, 2007:125; Schmoch, 
2006:124) are commonly used as indicators of business success.  
 
According to the literature (Chrisman et al., 2004:338; Walker & Brown, 2004:577), 
business success is usually associated with financial performance. In this study, 
however, the non-family business participants mostly associated success with non-
financial indicators. An explanation for this finding could be that non-financial 
indicators of success ultimately lead to increased profits. For example, the quality of 
a business’s products and services normally determines whether customers will 
return or not (Schmoch et al., 2006:124). Thus, by focussing on and achieving quality 
products and services, the customer base increases, leading to higher sales volumes 
and increased profits.  
 
6.3.2 FINDINGS RELATING TO FAMILY BUSINESS OWNER PARTICIPANTS 
 
By means of the word association tests, 391 words/phrases were generated by the 
51 family business owner participants. As in the case of the non-family business 
owners, the vast majority (93.86%) of the words/phrases generated were also non-
financial in nature. Although the literature suggests that business success is mostly 
associated with financial performance, several authors (Chrisman et al. 2010:12; 
Cater & Justis 2009:111; Short et al. 2009:12; Zellweger & Nason, 2009:203) 
contend that family businesses are more focused on measuring success in terms of 
non-financial indicators. The findings of this study support these contentions in that 
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the family business owners participating in this study mainly associated success with 
words/phrases of a non-financial nature. 
 
In the broad non-financial category, the words/phrases relating to organisational 
culture indicators were the most recalled, followed by words/phrases relating to 
operational and family indicators. The family business owner participants associated 
success with 21 different organisational culture indicators with the most frequently 
recalled being ‘discipline, drive and determination’, ‘trust and honesty’ and ‘hard 
work’. Out of all the words/phrases generated ‘discipline, drive and determination’ 
was recalled the most frequently. As such, the family business owner participants in 
this study mostly associate success with certain values existing in the culture of their 
organisations. Within the broad non-financial category, success was also associated 
to a lesser degree with operational indicators of success. Words/phrases appearing 
most often in this subcategory were ‘customer-focused’ and ‘quality service’. Despite 
the fact that the participants were the owners of family businesses, very few 
words/phrases relating to family indicators of success were recalled. However, the 
words/phrases generated most often in the family subcategory were ‘family–work 
boundary’ and ‘supportive family and friends’. Although only a small number of words 
recalled were categorised as financial indicators, the word/phrase ‘financial returns’ 
was most frequently recalled first. Of all the words recalled, ‘financial returns’ was 
recalled the third-most often. 
 
In summary, family business owners participating in this study perceived a successful 
family business as one where, in addition to financial returns, discipline, drive, and 
determination, as well as trust, honesty and hard work prevail. These findings are 
supported by the literature which suggests that family businesses are more focussed 
on non-financial than financial indicators of success. However, the literature  also 
suggests that family businesses often associate family business success with 
successful successions (Farrington & Venter, 2014:4; Denison et al., 2004:63) 
creating jobs for family members (Schwass, 2013:4) and family business continuity 
(Short et al., 2009:12; Miller et al., 2008). Words/phrases relating to the 
aforementioned indicators of success did not feature prominently in the results of this 
study as was expected. 
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6.3.3 ASSOCIATIONS WITH ‘SUCCESS’: COMPARISONS BETWEEN NON-
FAMILY AND FAMILY BUSINESS OWNERS 
 
The findings of this study show that both non-family and family business owner 
participants mostly recalled words/phrases of a non-financial nature. Family business 
owners recalled slightly more non-financial words/phrases than non-family business 
owners did, but this difference was not statistically significant. The majority of the 
non-financial words/phrases recalled by non-family business owners were 
categorised as operational, whereas the majority of words/phrases recalled by family 
business owners were categorised as organisational culture indicators. Family 
business owners recalled more words/phrases relating to family indicators than non-
family business owners did, and only non-family business owners generated 
words/phrases that were categorised as personal indicators of success. With regard 
to the operational, organisational culture and family indicators of success, the 
differences in the nature of the words/phrases recalled by the non-family and family 
business owners were found to be both statistically and practically significant. 
 
‘Financial returns’ was the word/phrase recalled first the most times by both the non-
family and family business owner participants in this study. In addition, organisational 
culture words/phrases were recalled in first, second and third position the most times 
by both non-family and family business owners. The words/phrases ‘financial 
returns’, ‘customer-focused’, ‘discipline, drive and determination’ and ‘hard work’ 
were recalled in either first, second or third position by both non-family and family 
business owners.  
 
When comparing the top 10 most frequently recalled words/phrases by the non-
family and family business owner participants, it is evident that for both groups of 
participants these words/phrases related to either operational, organisational culture 
or financial indicators of success but were mostly of a non-financial nature. Seven of 
the 10 most frequently recalled words/phrases were the same for both the non-family 
and family business owner sample groups, namely ‘customer-focused’, ‘quality 
service’, ‘discipline, drive and determination’, ‘financial returns’, ‘effective 
management’, ‘planning and goal setting’ and ‘hard work’. However, non-family 
business owners recalled the word/phrase ‘customer-focused’ the most frequently, 
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whereas family business owners recalled the word/phrase ‘discipline, drive and 
determination’ the most frequently.  
 
6.3.4 COMPARISONS BETWEEN FAMILY BUSINESS OWNER PARTICIPANTS 
BASED ON GENDER 
 
The vast majority of words/phrases recalled by both male and female family business 
owners were of a non-financial nature and most of these words/phrases related to 
organisational culture indicators of success. Although both gender groups recalled 
considerably fewer words/phrases of a financial nature, males recalled slightly more 
financial words/phrases than females did. Although the significance of this difference 
could not be established due to the low frequencies of words, this finding is in line 
with the literature which suggests that males associate success mostly with financial 
gain, whereas females do not (Lechman & Okonowicz, 2013:5).  
 
Significant differences were, however, identified between male and female family 
business owners with regards to the words/phrases generated in the non-financial 
subcategories. Males associated family business success with organisational culture 
and operational indicators of success more than females did, whereas females 
associated family business success with family indicators of success more than 
males did. This finding is supported by the literature which suggests that females are 
driven by the opportunity to have flexible schedules that enable them to spend time 
with their families (Dawson & Henley, 2012:713). In addition, the findings of this study  
concur with the literature which contends that the meaning of success differs 
between males and females (Drexler, 2014; Mahdavi, 2009:1; Kogan, et al., 
2004:154) even when their occupations are similar (Dyke & Murphy, 2006:357), as 
was the case in this study. 
 
The words/phrases ‘discipline, drive and determination’, ‘financial returns’, ‘hard 
work’ and ‘customer focused’ were recalled in either first, second or third position by 
both male and female family business owners. The male family business owners 
recalled ‘financial returns’ first most often, and female family business owners 
recalled ‘discipline, drive and determination’ first most often. However, only the 
female family business owners recalled the word/phrase ‘family-work boundary’ 
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whereas only the male family business owners recalled the word/phrase ‘trust and 
honesty’. By looking at the top three words/phrases recalled in first, second and third 
position, one can see that for both groups of participants most (female), if not all 
(male), of the words/phrases generated related to organisational culture, financial 
and operational subcategories. The female family business owners, however, also 
recalled words/phrases from the family subcategory. This finding once again concurs 
with the literature suggesting the males and females have different perceptions of 
success (Lechman & Okonowicz, 2013:5). 
 
By comparing the top 10 most frequently recalled words/phrases by the female and 
male family business owner participants, it was evident that for both groups of 
participants most of the words/phrases related to either operational or organisational 
culture indicators of success and were mainly of a non-financial nature. Six of the 10 
most frequently recalled words/phrases were recalled by both female and male family 
business owners, namely ‘discipline, drive and determination’, ‘hard work’, ‘trust and 
honesty’, ‘customer-focused’, ‘financial returns’ and ‘planning and goal setting’. Not 
only were females the only participants to frequently recall family indicators of 
success, but ‘family-business boundary’ was also their most frequently recalled 
word/phrase. This finding is supported by the literature which suggests that females 
are more family-focused than males (Dawson & Henley, 2012:713). Males on the 
other hand, recalled the word/phrase ‘discipline, drive and determination’ most 
frequently. According to Lechman and Okonowicz, (2013:5) males associate success 
with financial returns more than females do; the findings of this study concur. 
‘Financial returns’ was the third-most frequently recalled word/phrase by males, 
whereas it was only the eighth-most frequently recalled word/phrase by females.  
 
In summary, female family business owners participating in this study perceived a 
successful family business as one where in addition to upholding a family-work 
boundary, discipline, drive, and determination, as well as trust, honesty and hard 
work prevail. Male family business owners participating in this study perceived a 
successful family business as one where in addition to financial returns, discipline, 
drive, and determination, as well as trust, honesty and hard work prevail. These 
perceptions of a successful family business are basically the same and somewhat 
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contradicts the literature which suggests that males and females have different 
perceptions of success (Lechman & Okonowicz, 2013:5). 
 
6.3.5 COMPARISONS BETWEEN FAMILY BUSINESS OWNER PARTICIPANTS 
BASED ON AGE 
 
The vast majority of words/phrases recalled by both family business owners aged 40 
years and under and family business owners aged over 40 years were of a non-
financial nature and most of these words/phrases related to organisational culture 
indicators of success for both age categories. Although family business owners aged 
40 years and under recalled slightly more non-financial words/phrases than family 
business owners over 40 years did, the differences in the broad categories were not 
statistically significant.  The literature, however, suggests that “success has different 
meanings at different ages and stages of life” (Owen, 1999:92), because as 
individuals reach different stages in their lives, the meaning they attach to success 
changes accordingly (Kendrick, 2007:24). Despite there also being no statistically 
significant differences found in the non-financial subcategories, family business 
owners aged 40 years and under associated success with organisational culture 
indicators and family indicators more than family business owners aged over 40 
years did, whereas the older category of family business associated family business 
success with operational indicators of success more than the younger category of 
family business. 
 
The words/phrases ‘discipline, drive and determination’, ‘customer-focused’, ‘financial 
returns’ and ‘trust and honesty’ were recalled in either first, second or third position 
by family business owners in both age categories. Family business owners 40 years 
and under recalled ‘hard work’ first most often, whereas family business owners aged 
over 40 years did not recall ‘hard work’ in the first, second or third positions. The 
older category of family business owners recalled ‘financial returns’ first most often, 
whereas the younger category recalled ‘financial returns’ first the second-most often. 
Furthermore, only family business owners over 40 years recalled ‘teamwork’. By 
looking at the top three words/phrases recalled in first, second and third position, one 
can see that for both age categories all of the words/phrases generated were 
organisational culture, financial and operational in nature.  
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When comparing the top 10 most frequently recalled words/phrases by the family 
business owners aged 40 years and under and those over 40 years, it was evident 
that for both age categories of participants, all the words/phrases related to 
operational, organisational culture, family or financial indicators of success but most 
were of a non-financial nature. Seven of the 10 most frequently recalled 
words/phrases were recalled by both age categories, namely ‘hard work’, discipline, 
drive and determination’, ‘trust and honesty’, ‘financial returns’, ‘planning and goal 
setting’, ‘fairness’ and ‘customer focus’. Family business owners aged 40 years and 
under most frequently associated business success with the word/phrase ‘hard work’, 
while family business owners over 40 years most frequently associated business 
success with the word/phrase ‘discipline, drive and determination’. The literature 
suggests that for younger people, success means acquiring tangible assets and 
having a successful lifestyle, whereas for older people, success means building 
strong relationships, gaining as much experience as possible and having something 
to pass down to their children (Owen, 1999:92). However, these qualities did not 
feature in the results of this study as was expected. 
 
In summary, family business owners aged 40 years and under who participated in 
this study perceived a successful family business as one where in addition to 
financial returns, discipline, drive, and determination, as well as trust, honesty and 
hard work prevail. Family business owners aged over 40 years participating in this 
study perceived a successful family business as one where in addition to earning 
financial returns and being customer-focused, discipline, drive, and determination, as 
well as trust and honesty prevail. These perceptions of a successful family business 
are closely related, which somewhat contradicts the literature which suggests that 
success is perceived differently by people from different age groups (Owen, 
1999:92). 
 
6.4 IMPLICATIONS AND RECOMMENDATIONS 
 
This study has implications for family business owners, practitioners and 
researchers. These implications and the recommendations that follow lead to the 
achievement of the sixth and final secondary objective of this study.  
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Based on the perceptions of success among family business owners a workable 
definition of “family business success” was formulated. Family business owners 
mainly perceive a successful family business as a business where, in addition to 
financial returns, values such as discipline, drive and determination, as well as trust, 
honesty and hard work prevail in the organisational culture of their businesses. 
Family business owners can thus use this perception of success to guide goal-setting 
processes and strategic planning in their businesses. Better strategic focus and 
planning could reduce the likelihood of family business failure. Family business 
practitioners can also employ this perception of success as a guideline when 
assisting family business owners.  
 
Given that the two most frequently generated phrases by the family business owner 
participants in this study were ‘discipline, drive and determination’ and ‘trust and 
honesty’, it appears that participants mostly associate success with certain values 
existing in their businesses. Although the phrase ‘financial returns’ was associated 
with success, it was only the third-most frequently generated word/phrase. Placing 
more emphasis on financial returns could lead to improved family business 
performance and ultimately to an increased family business success rate. 
Furthermore, given the emphasis on organisational values such as discipline, drive 
and determination, trust and honesty as well as hard work, it is important for family 
business owners to ensure that their employees are aware of and understand the 
importance of these values to the family business. Creating awareness and 
increased understanding among employees can be achieved by formulating a family 
business value statement and displaying it prominently in the business and on all 
business documents. In addition, workshops could be provided where employees are 
educated regarding these values and their importance to the family business. Of 
equal importance is that family employees and family members are aware of and buy 
into the values of the family business. By including these family business values into 
the family forum and family constitution, they can be entrenched into the activities of 
both the family and the family business. 
 
While analysing the perceptions that family business owners have of family business 
success, numerous indicators of success were identified. Success indicators are 
defined as standards against which the success of something is measured (Harrin, 
177 
 
2014). Thus, the indicators identified in this study can be used to develop a tool 
against which family business success can be measured. This tool can be used by 
both family business owners and practitioners as a benchmark against which 
success can be measured.  
 
For family business researchers the findings of this study provide guidelines with 
regard to defining and operationalising success as a dependent variable in family 
business studies. This study confirms the multi-dimensional nature of family business 
success and it is suggested that family business researchers should recognise 
financial and non-financial dimensions as individual constructs in future studies. The 
challenge going forward is to investigate and confirm these dimensions empirically. 
 
6.5 CONTRIBUTIONS OF THE STUDY 
 
This study has identified that numerous definitions of business success exist 
(Ganyaupfu, 2013:2; Campbell, 2009:3; Khan, 2007:183; Reijonen & Komppula, 
2007:690), adding to a lack of consensus on how success is defined in the field of 
family business (Zellweger & Nason, 2009:21; Distelberg & Sorenon, 2009:68). This 
study has added to the existing body of family business knowledge by providing 
greater clarity regarding the meaning of success among family businesses. To gain 
an understanding of what success means to family businesses, this study has also 
provided insights into how perceptions of success differs between non-family and 
family businesses. By providing clarity on the meaning of success for family 
businesses it is hoped that the findings of this study will lead to less confusion and 
increased consensus among both family business owners and researchers as to 
what success means in the field.  
 
In addition, obtaining greater clarity on the perceptions of success among family 
businesses also provides insight into the multi-dimensional nature of success for 
these businesses. The role of financial versus non-financial dimensions of success 
for family businesses was also illuminated. According to Debicki et al. (2009:161), 
non-financial measures of success are an under-researched area in the field of family 
businesses and gaining more knowledge in this area could provide greater insight on 
interpretations of success among family businesses (Debicki et al., 2009:162). This 
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study responded to this call, and confirms that success in the context of family 
businesses is a multi-dimensional concept consisting of financial and non-financial 
dimensions, with the non-financial dimensions referring mainly to the culture and 
values that prevail in the family business.  
 
According to Melin et al. (2014:574-575) and Mahler (2008:10), there is a call for 
more qualitative studies to be undertaken in the family business field. This study 
responded to this call by employing a mixed research method which was qualitative 
dominant. The data was collected using a qualitative method and analysed using a 
quantitative method. This study used an ambiguous, unstructured free word 
association test to gather the data which enabled the researcher to gain access to 
the deeper meanings that family business owners associate with the success of their 
businesses. The data was analysed using summative manifest content analysis and 
a coding framework was developed. This framework can potentially be used as a 
theoretical framework by other researchers to further investigate the meaning of 
success among small family and non-family businesses. 
 
6.6 LIMITATIONS OF THE STUDY AND RECOMMENDATIONS FOR FUTURE 
RESEARCH 
 
Through providing insights into how success is perceived among family businesses 
this study has contributed to the body of knowledge on family business. However, as 
with any study, several limitations were encountered and will be elaborated on in the 
paragraphs to follow. These limitations should be considered when interpreting the 
results of this study. 
 
The participants of this study were identified using the convenience sampling 
method. This method involves selecting individuals who are conveniently available. 
According to Polit and Beck (2013:178), convenience sampling leads to participants 
who may be atypical of the population, creating results that are biased. Despite the 
fact that convenience sampling has been identified as the weakest sampling method, 
it is still the most commonly used method of sampling by researchers (Polit & Beck, 
2013:178).  
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The current study also limited itself to two groups of participants, namely small family 
business owners and small non-family business owners. Because of limited 
accessibility and the lack of accessible databases, the current study was restricted to 
business owners situated in the Eastern Cape. In addition, only those family 
businesses where at least two family members work in the business and the family 
owns more than a 50 per cent share in the business, together with small businesses 
not employing more than 50 full-time employees and which have been in operation 
for at least one year, were approached to participate in the study. As a result of this 
narrow focus, the findings of this study cannot be generalised to the entire small 
business or small family business population in South Africa (Salkind, 2010:254). 
Future research should attempt to increase the sample by including small family and 
non-family businesses from other provinces in South Africa. Another interesting 
avenue for research would be to compare the perceptions of success between small 
and large family businesses, as well as to draw comparisons to the perceptions of 
success held by small family businesses in other countries. 
 
The demographic information solicited from participants was limited to ownership, 
gender, age, ethnicity, tertiary qualification and how long the business had been in 
the family/owner’s possession. In addition, the sample in this study was skewed in 
that participants consisted of mostly males from the White ethnic group. The findings 
of this study and the comparisons between gender and ethnicity should be 
interpreted in light of this. Future studies should attempt to include more 
heterogeneous participants and an approximately even number of males and 
females as well as an approximately even number of participants from various ethnic 
groups. A more representative sample will allow a greater insight into how gender 
and ethnicity influence perceptions of success. 
 
This study employed Chi-square tests for independence to determine if the 
differences in the words/phrases generated by the various groups of participants in 
the study were statistically significant, further more practical significance was 
determined by means of Craemer’s V statistics. However, due to the low frequencies 
of some words/phrases in certain categories, Chi-square tests for independence 
could not be employed, thus conclusions regarding the significance of certain 
differences could not be made.  
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Despite the fact that the data collected in this study was analysed and interpreted by 
three researchers competent in the areas of small business management and family 
business, the interpretations could be biased and the coding framework was subject 
to change when major differences occurred between the researchers during the 
categorisation process. In future studies, one researcher should be used to identify 
the coding framework and the other researcher(s) could then validate this framework.  
 
Several word association tests exist; however, this study specifically made use of the 
free word association test. To determine what success means, the family business 
participants were exposed to the words ‘successful family business’, whereas the 
non-family business participants were exposed to the words ‘successful small 
business’. During a free word association test, the participant may associate 
words/phrases freely with the given stimulus term, as there are no restrictions with 
regard to the category, word class or concept. Future researchers could possibly use 
a controlled word association test. This approach follows the same process as a 
multiple choice test, whereby participants are requested to provide responses which 
are selected from the specific categories, word classes or concepts to which the 
participants are restricted. Most of the participants of this study associated business 
success with non-financial indicators. By using a controlled word association test, the 
participants could be restricted to recalling words/phrases of a financial nature. This 
could be done in an attempt to determine why existing literature places so much 
emphasis on financial indicators of success, which contradicts the findings of this 
study in which non-financial indicators of success are emphasised. In addition, the 
researcher could also use other relevant stimulus phrases when undertaking word 
association tests, such as ‘when is a business performing’ or ‘when has a business 
achieved its goals’.   
   
The study was limited to a summative manifest content analysis as the method for 
analysing the data generated by a free word association test. The purpose of this 
approach is merely to understand the contextual use of the words/phrases recalled 
by participants. Directed content analysis is used to validate or extend an existing 
conceptual or theoretical framework when existing theory is incomplete or would 
benefit from additional enquiry. Future researchers could thus use directed content 
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analysis to expand upon the theoretical framework developed in this study as well as 
to add more meaning to the findings of this study. 
  
6.7 CONCLUDING REMARKS 
 
Investigating the meaning of success in the field of family business has become a 
topic of growing interest. This study is one of the first in South Africa to adopt a 
qualitative approach in attempting to overcome the lack of consensus, as well as to 
gain greater clarity, regarding the way in which success is defined by family 
businesses. It is hoped that the results of this study will provide family business 
owners as well as practitioners and researchers in the field with a better 
understanding of what family business success entails. This understanding offers the 
potential to guide and improve goal-setting and strategic processes by family 
businesses, resulting in fewer family business failures and ultimately improving the 
South African economy. 
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ANNEXURE A 
 
RESEARCH INSTRUMENT: SMALL AND FAMILY BUSINESS OWNER 
RESPONSE SHEETS 
 
SMALL BUSINESS RESPONSE SHEET 
 
Instructions: Please circle the appropriate demographic responses and list the first 
10 words or phrases (more if you wish) that come to mind if you were to describe a 
‘successful small business’. 
 
Small business owners 
A small business enterprise is one that does not employ more than 50 full-time employees and 
has been in operation for at least one year. 
I am the owner of a small business: Yes / No 
Gender: Male / Female  
Age: 
Ethnicity: Black / White / Coloured / Asian / Other (Please indicate) 
Tertiary qualification: Yes / No      (If yes please indicate) 
How long have you owned this small business: 
  
Please list your words/phrases describing a ‘successful small business’: 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
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FAMILY BUSINESS RESPONSE SHEET 
 
Instructions: Please circle the appropriate demographic responses and list the first 
10 words or phrases (more if you wish) that come to mind if you were to describe a 
‘successful family business’. 
 
Family business owners 
A small business enterprise is one that does not employ more than 50 full-time employees and 
has been in operation for at least one year. A family business is a business where at least two 
family members work in the business and the family owns more than a 50% share in the business. 
I am the owner of a small family business: Yes / No 
Gender: Male / Female  
Age: 
Ethnicity: Black / White / Coloured / Asian / Other (Please indicate) 
Tertiary qualification: Yes / No      (If yes please indicate) 
How long has this business been in your family: 
  
Please list your words/phrases describing a ‘successful family business’: 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
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ANNEXURE B 
 
CODING MANUAL: FINANCIAL WORD/PHRASE CATEGORISATIONS 
 
 
Table B1:  Words/phrases generated within the financial subcategory 
 
WORDS/PHRASES SNFB SFB SB f % 
Financial returns (profitable; profitability; making a healthy 
profit; high rate of return; high turnover; family wealth) 
24 20 44 44 72.13 
Financial security (financial security; have more assets than 
liabilities; be financially solvent; liquidity; regular monthly income; 
capital; stability) 
13 4 17 17 27.87 
TOTAL NUMBER OF WORDS/PHRASES GENERATED 37 24 61 61 100 
 
(SB = total small business owners; SNFB = small non-family business owners; SFB = small family 
business owners; f = frequency of all the words/phrases; % = percentage of total participants who 
recalled the words/phrases within the subcategory) 
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ANNEXURE C 
 
CODING MANUAL: NON-FINANCIAL WORD/PHRASE CATEGORISATIONS 
 
Table C1:  Words/phrases generated within the operational subcategory 
 
WORDS/PHRASES SNFB SFB SB f % 
Customer-focused (keep your customers satisfied; customer 
satisfaction; satisfaction; good customer relations; looking after 
your customers; knowing your customer's preferences; know 
your customer; customers must be placed first; offer personal 
services; the customer is always right; profit must come second 
to customer service; keep loyalty cards) 
37 17 54 54 13.78 
Quality service (quality should be a priority; quality; great 
service; excellent service; good service matters; fast service; 
striving to be the best; professional; don't cut corners; always be 
on time; always follow up; after sales service; convenience; a 
little extra effort goes a long way) 
31 13 44 44 11.22 
Planning and goal setting (planning; plan in advance; vision 
and mission statements; sound business plan; implementing and 
achieving goals) 
19 13 32 32 8.16 
Effective management (good management; effective 
management; successful management; defined management 
lines; leadership; take full control of your business; run business 
operations efficiently; be shrewd; taking responsibility; problem 
solving; make calculated decisions; multitasking; don't grow too 
fast; know when to outsource) 
24 10 34 34 8.67 
Strong customer base (repeat customer base; regular and 
loyal customers; long term customer base; continuous supply of 
business; increase customer base) 
9 9 18 18 4.59 
Human resource management (satisfied employees; motivated 
employees; good employee relations; well trained staff; award 
employees for a job well done; allow employees to work freely) 
15 8 23 23 5.87 
Succession (building a legacy; succession; continuous 
involvement; continuity; keep the business in the family) 
2 8 10 10 2.55 
Managing stakeholder relationships (networking; good 
supplier relations; people person; well liked; negotiate; conflict 
management) 
12 7 19 19 4.85 
Growth (continuous business growth and improvement; 
expansion) 
9 7 16 16 4.08 
Competitive pricing (give a product that will be value for its 
price; competitiveness; competitive prices; reasonable prices; 
affordable; special offers) 
6 6 12 12 3.06 
Business knowledge and experience (education; knowledge; 
ability to read and understand financial statements; learn from 
mistakes; trust your gut; experience in the field) 
9 6 15 15 3.83 
Sustainability (sustainable; sustainability; longevity; long term 
orientated) 
5 6 11 11 2.81 
Marketing (marketing; continuously visible marketing; good 
marketing; visibility; fill market gaps; word of mouth; strong 
public relations) 
6 5 11 11 2.81 
Location (proximity of business to house; location) 2 3 5 5 1.28 
240 
 
Table C1:  Words/phrases generated within the operational subcategory 
(continued) 
 
Good reputation (well established business image; strong 
brand image; credibility) 
2 3 5 5 1.28 
Knowledge of market (knowledge of the target market; know 
your market; know market trends) 
5 3 8 8 2.04 
Innovation and creativity (creative thinking; innovativeness) 6 3 9 9 2.30 
Record-keeping (keep good records; keep your books up to 
date) 
1 2 3 3 0.77 
Pleasant working environment (enjoyable working 
environment; happy work environment; pleasant work 
environment) 
3 2 5 5 1.28 
Governance (organised governance; obey business rules and 
policies) 
3 2 5 5 1.28 
Wealth management (good wealth management; good 
investments) 
1 2 3 3 0.77 
Take risks and seize opportunities (take risks; take chances; 
seize opportunities) 
6 2 8 8 2.04 
Owner involvement (for the owner to be involved in every 
aspect of the business; the owner must be hands on) 
3 2 5 5 1.28 
Community involvement (giving back to the community) 5 1 6 6 1.53 
Cash flow management (pay off loans and other debt on time; 
cut unnecessary expenses; save money on material; don't spend 
money you haven't made yet; healthy cash flow; avoid overdraft 
trap; owner draws conservative income; don't be greedy) 
15 1 16 16 4.08 
Uniqueness 3 1 4 4 1.02 
Maximum production 1 1 2 2 0.51 
Mentoring (willingness to learn; mentoring) 4 0 4 4 1.02 
Stock availability 1 0 1 1 0.26 
Maintaining infrastructure (maintenance; having a good and 
clean infrastructure) 
4 0 4 4 1.02 
TOTAL NUMBER OF WORDS/PHRASES GENERATED 249 143 392 392 100 
 
(SB = total small business owners; SNFB = small non-family business owners; SFB = small family 
business owners; f = frequency of all the words/phrases; % = percentage of total participants who 
recalled the words/phrases within the subcategory) 
 
 
Table C2:  Words/phrases generated within the organisational culture 
subcategory 
 
WORDS/PHRASES SNFB SFB SB f % 
Discipline, drive and determination (dedication; commitment; 
perseverance; determined; determination; assertiveness; never 
give up; seeing through the tough times; drive; discipline; self-
discipline; persistent; ambition; always wanting more) 
27 37 64 64 20.92 
Trust and honesty (trust; trustworthy; honesty) 12 22 34 34 11.11 
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Table C2:  Words/phrases generated within the organisational culture 
subcategory (continued) 
 
Hard work (hardworking employees; hard work throughout the 
business; hardworking and productive family members and 
employees; willingness to work) 
17 20 37 37 12.09 
Fairness (fairness; equally shared responsibilities amongst 
family members; never favour one family member over another; 
treat family and non-family employees the same; strong 
foundation; equality) 
1 13 14 14 4.58 
Teamwork (teamwork; co-operation; keen player) 8 10 18 18 5.88 
Flexibility (flexibility; versatile; ability to adapt) 9 10 19 19 6.21 
Open communication (communication; strong communication; 
open communication) 
7 9 16 16 5.23 
Patience and understanding (patience; understanding) 2 9 11 11 3.59 
(Passion for the business) enthusiasm about job/ do it from the 
heart 
7 8 15 15 4.90 
Respect (respect each other) 2 6 8 8 2.61 
Accountability and reliability (reliability; promptness; 
punctuality; accountability) 
5 6 11 11 3.59 
Ethical behaviour (ethical business behaviour; always do 
things in the right way; integrity; high work ethic) 
7 5 12 12 3.92 
A willingness to make sacrifices 1 4 5 5 1.63 
Togetherness (collective awareness; unity) 0 4 4 4 1.31 
Focused (don't make mistakes; do it right the first time; be 
focused at all times; prioritise; pay attention to detail) 
2 4 6 6 1.96 
Loyalty 3 4 7 7 2.29 
Friendliness 4 3 7 7 2.29 
Sense of ownership (sense of ownership; ownership; offer 
shares) 
2 3 5 5 1.63 
Pride (pride in what you do) 1 3 4 4 1.31 
Common purpose (all employees must share a common 
purpose; share common expectations) 
0 2 2 2 0.65 
Being valued (recognition; appreciation; dignity) 2 2 4 4 1.31 
Positive attitude 2 0 2 2 0.65 
Consistency 1 0 1 1 0.33 
TOTAL NUMBER OF WORDS/PHRASES GENERATED 122 184 306 306 100 
 
(SB = total small business owners; SNFB = small non-family business owners; SFB = small family 
business owners; f = frequency of all the words/phrases; % = percentage of total participants who 
recalled the words/phrases within the subcategory) 
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Table C3:  Words/phrases generated within the family subcategory 
 
WORDS/PHRASES SNFB SFB SB f % 
Family-work boundary (don't mix family politics with business; 
eliminate family politics; separation of family problems from 
business; keep personal issues outside of business; no sibling 
rivalry within; treat it as a business; don't provide family 
members with sympathy jobs) 
3 10 13 13 30.23 
Supportive family and friends (family staying together through 
tough times; help from family and friends; support from family 
and friends; relying on family members to make a success) 
2 9 11 11 25.58 
Family ties (good family relations; strong family ties; strong 
family bond) 
0 7 7 7 16.28 
Trustworthiness of family (trust in family; never hide things 
from family) 
0 6 6 6 13.95 
Putting family first (put your family before money; keep family 
interest in mind) 
0 2 2 2 4.65 
Strong family morals and values 1 2 3 3 6.98 
Knowing the family's strengths and weaknesses 0 1 1 1 2.33 
TOTAL NUMBER OF WORDS/PHRASES GENERATED 6 37 43 43 100 
 
(SB = total small business owners; SNFB = small non-family business owners; SFB = small family 
business owners; f = frequency of all the words/phrases; % = percentage of total participants who 
recalled the words/phrases within the subcategory) 
 
Table C4:  Words/phrases generated within the personal subcategory 
 
WORDS/PHRASES SNFB SFB SB f % 
Self-actualisation (personal development; fulfilment) 2 0 2 2 100 
TOTAL NUMBER OF WORDS/PHRASES GENERATED 2 0 2 2 100 
 
(SB = total small business owners; SNFB = small non-family business owners; SFB = small family 
business owners; f = frequency of all the words/phrases; % = percentage of total participants who 
recalled the words/phrases within the subcategory) 
 
Table C5:  Words/phrases generated within the miscellaneous subcategory 
 
WORDS/PHRASES SNFB SFB SB f % 
Faith (everything is from God so pray for success) 0 1 1 1 14.29 
Privacy 0 1 1 1 14.29 
Independence 1 1 2 2 28.57 
Making a difference in your country's economy 2 0 2 2 28.57 
Time is money 1 0 1 1 14.29 
TOTAL NUMBER OF WORDS/PHRASES GENERATED 4 3 7 7 100 
 
(SB = total small business owners; SNFB = small non-family business owners; SFB = small family 
business owners; f = frequency of all the words/phrases; % = percentage of total participants who 
recalled the words/phrases within the subcategory) 
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ANNEXURE D 
 
ETHICS CLEARANCE 
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